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LINEYARDS 


make a big splash into component fabrication, land development, build- 
ing services, package selling, financing, suburban showrooms. Small 
branch yards are shutting down, but larger branches are expanding. 


See Lineyards-In-Action section starting on page 50. 
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Now, truer than ever... 


No. 2023 Hand tool kit 
No. 2025 Power tool kit 
No. 2014 Combination kit 





And it will be equally true that no lock sells faster than a 
Dexter when builders see how much time Dexter's new 
Dexbore installation kit saves them. The kit's specially de- 
signed tools — including the new work-saving, time-saving 
hand crank that’s as easy to use in boring cross holes as a 
power drill—save precious minutes on every type of Dexter 
Lock installed. Whether you loan or sell installation kits to 
your customers — you'll certainly sell more locks by showing 
them the time-saving advantages of the Dexbore kit and 
demonstrating why it's truer than ever that no lock installs 
faster than a Dexter. 


DEXTER OCH DIVISION 


Dexter Industries, Inc. e Grand Rapids, Michigan 


in Canada: Dexter Lock Canada Ltd., Galt, Ontario @ In Mexico: Dexter Locks, Plata Elegante, 
S.A. De D.V. Monterrey. Dexter Locks are also manvfactured in Sydney, Australia; Milan, 
Italy and Porto, Portugal. 
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Bit guide clamps on door in seconds, locates 
cross holes for 234” or 5” backset, guarantees 
perfect hole alignment. Chip cutter eliminates 
splitting on breakthrough. Threads on bit engage 
bit guide for positive lead of bit through door. 


: 


Bit guide remains in same position for drilling 
edge hole and guiding bit in making perfectly 
aligned hole. Kit has hand or power bits. 


1] 





Faceplate marker fits in edge hole and with tap 
of hammer quickly outlines mortise for faceplate 


and strike. This accurate mortise mark eliminates 
chance of errors. 





\ ARS ‘ Pris 
With holes bored and mortise made, latch fits 
easily into place. And this standard Dexter boring 
accommodates every type of Dexter lock. 


Outside trim slips on easily, pre-assembled tie 
screws are quickly tightened, rose and knob snap 
into place — and the lock is completely installed. 
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Single Source 


SO you can 
SELL THEM ALL! 


‘E8Z Doors « Windows « Siding « Awnings 


Here’s the dream situation you have always been 

looking for . . . a single, dependable source of supply, 

big enough to service all your needs, experienced enough to 
give you products absolutely tops on the market... 
TEXTRON METALS. No where in the market can you 

find a more reliable, progressive organization to furnish 

you with a complete range of Aluminum Home Improvement 
products. Dealers everywhere recognize TEXTRON 
METALS Doors, Windows, Siding and Awnings 

as tremendous products for profit. And, the big PLUS is 
the powerful promotional support you get with TEXTRON 
METALS. A unique PREMIUM PROMOTION featured 
in national magazines will be launched this Spring, 
designed to bring specific inquiries TO YOU. So join the 
dealers who are profiting with TM products and the TM 


national promotions. Fill out the coupon . . . mail it today. 


TEXTRON METALS Company 
39 James Street, Girard, Ohio 


TEXTRON METALS prod- 


ucts bear the GOOD HOUSE- am mS 
KEEPING Seal of Approval. 
Look for the TEXTRON \Gpod Housekeeping 
METALS ‘“‘PREMIUM macau 


PROMOTION” in national 
magazines this spring. 


TEXTRON METALS Company Dept. L, 
39 James St., Girard, Ohio 


Please send me information on the TM “SELL THEM ALL LINE,” and 
—— METALS tremendous Spring PREMIUM PROMOTION 
rogram. 


DOORS WINDOWS SIDING —~— AWNINGS 





Name............. nee Oe Position 


Company 





Address 


ST 
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100 FOOT LONG TIMBERS have plenty 
of whip in them as shown above. The 
two giant Douglas Fir sticks are loaded 
on two 65’ flatcars at Bellfountain, 
Oreg. In all, 24 of the sticks containing 
more than 19,000 board feet of lumber 
were loaded for shipment to Lehigh Val- 
ley Railroad by Oregon Pacific Lumber 
of Porland. The mammoth timbers will 
serve as stringers on a new car ferry 
dock at Jersey - N. J. 


“DYNAMIC” was Vice-President Richard 
Nixon's impression of the Oregon Forest 
Products Industry's Centennial Pavilion 
under construction in Portland, which 
will shelter displays at the Oregon Ex- 
position this summer. Architect John 
Storrs (left, above) and Roy Gould, 
chairman of the Centennial committee, 
explains structure to Nixon. 


HEADS WESTERN PINE—J. D. Bronson, 
Cascade Lumber Co., Yakima, Wash., 
new president of Western Pine Associa- 
tion. A 12% step-up in its trade promo- 
tion budget was voted by WPA at its 
annual meetings. Color ads are sched- 
uled for consumer magazines. 





¢ Builders, decorators, architects and hundreds of dealers stand behind Barclite...the high-profit 
fiberglass panel! 

Barclite Decorative Panels are lightweight, translucent, and so flexible they install with ordinary 
hand tools. Unbelievably low in cost, Barclite is used hundreds of ways...room dividers, sliding 
doors, dropped ceilings, skylights...in homes, offices, restaurants, stores, beauty shops —every- 
where! Hundreds of reasons why Barclite will be your big money-maker twelve months out of the 
year! 

Contact your distributor for free color literature and samples of this unique new product as well as 
information on our dynamic sales aids. 

BARCLITE CORPORATION OF AMERICA*, Dept. AL-4, Barclay Building, New York 51, N.Y. 


“AN AFFILIATE OF BARCLAY MANUFACTURING CO., INC. 
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PERSONAL VIEWPOINT 





Self-Service and Survival 


When discussions get around to shrinking profits, there is usually 
limited comment about more emphasis on self-service in the yard. 
Yet on every hand, a lumber dealer can see wider use of self- 
service in other retail fields. In food, drugs, department stores, 
variety stores—the big-volume merchants are either all or partially 
on self-service. 

We have purposely omitted hardware stores, because of their 
feeble adoption of self-service as a management tool. Top experts 
in hardware have pushed self-service for at least 15 years. Yet the 
hardware retailer is still dragging his feet and dogging the customer 
about the store. 

If hardware retailers were doing well by ignoring self-service or 
just giving lip service, we’d keep our mouth shut. But, their declining 
sales and low profits suggest they better get moving. Profits, for ex- 
ample, slipped from 2.55% in 1956 to 1.9% in 1957, a 23% decline. 
However, the dealers in the top one-third profitwise, largely on self- 
service, had total operating expenses of only 20.05% in 1957, nearly 
5% less than other two-thirds. 

Now free advice is always going to stay in the picture in this busi- 
ness. Our point is that in many stores customers are being forced 
to ask questions because of obsolete store merchandising. With 
proper stocking, grouping and signing, nine-tenths of these questions 
would probably never be asked in the first place. 

We are the only magazine in building materials retailing with a 
department helping dealers with their new and remodeled show- 
rooms. (The April 27, 1958, issue showed some of these American 
Lumberman one-stop selling centers.) In doing this work, we have 
been impressed by the growth of visible packaging, convenient as- 
sembling of fast-turnover assortments and customer self-help dis- 
play boards on items like nails and screws. ‘ 

What about bulky products? There’s a trend here to self-service, 
often in a converted warehouse or shed near the store or office. 
Piece-priced lumber, plywood and hardboards, cartons of ceiling 
tile on pallets, packaged insulation—there’s no limit once a decision 
has been reached to promote self-selection. (See above photo taken 
at Sibley Lumber Co., Harvey, Ill.) 

There are several good reasons why we believe more stress on 
self-service makes sense right now: 

1. There’s a great shortage of trained, skilled manpower in build- 
ing materials retailing. This belief is reflected, for example, in the 
opinions expressed by lineyard management in the issue you are now 
reading. 

2. Space must be found in existing stores, in new or remodeled 
stores for more display, which leads to big-ticket sales. A model 
kitchen, for example, takes 150 to 275 square feet for a good dis- 
play job. An effective Home Planning Center should take 10 to 15 
running feet or about 150 square feet. 

Tests have proven that a store properly set up for self-selection 
with its controlled inventories, tight binning and assortments confined 
only to fast-movers, takes less space than a conventional store. 
Further, probably 35% of the goods in many stores properly should 
be in the warehouse. You may have, for example, a veritable forest of 
window samples, which are duplicate styles. 

So let’s give more self-service a fair try. Accept the idea because 
it’s needed, it’s profitable and has already proven successful. 


Gordon J. Lawler 
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Th p re S a 0 t Every builder and home owner that walks 
into your place of business is a potential 

customer for the Sisalkraft line. This 


profit making line of waterproof rein- 
forced papers is the only one backed by 


national advertising. In addition Sisal- 


Lad kraft representatives are calling on Arch- 
itects and Builders — your customers — 
to help increase your sales. Stock, display, 


SELL THE SISALKRAFT LINE. American 


Sisalkraft Corporation, Chicago 6, New 
York 17, San Francisco 5. 


SISALKRAFT PRODUCTS ARE AVAILABLE IN CANADA THROUGH MURRAY-BRANTFORD LIMITED, MONTREAL 
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NEW 
DEVELOPMENTS 






American Lumberman, April 13, 1959 


HOUSING CONTRACTS WERE UP 44% from a year ago according to the latest report 
from F. W. Dodge Corp. covering February. The indicated future 
home building calls for 84,166 units and the dollar value rose 48% 
to $1,073,077,000. 


Non-residential building was off 6% in February from the same month 
last year. Schools, once the leader, dropped 21% from a year ago 
when the first decline since World War II began. Store contracts 
increased from $93 million to $105 million. Factory building was 
57% ahead of 1958. Both store and factory building reflected 
growing confidence by business. 


RESEARCH HOMES ARE GROWING in importance. NAHB has announced they will 
build their 1959 test homes at Michigan State University and in 
southern California. The houses are expected to be watched very 
carefully by builders but even more by manufacturers wishing to 
test new products. The response was excellent on 1958 homes erected 
by NAHB last fall at South Bend and Knoxville. Given a favorable reaction 
by builders and the public, the promotion possibilities are very 
significant. 






















































A wood vs aluminum comparison seems to be shaping up if preliminary 
plans are correct on the 1959 test homes. The Michigan home at East 
Lansing will feature the economical application of glue-nailed 

wood construction. The California house will be built in cooperation 
with the Aluminum Corporation of America and will demonstrate the 
newest uses of aluminum in house construction. 

























Playing no favorites, NAHB is now meeting regularly with chemical 
producers, lumber producers and the U.S. Steel Corp. to pioneer new 
uses for steel in home building. 


SENATE LABOR COMMITTEE approval of the mild Kennedy labor reform bill is 
expected to bring a flurry of amendments when the legislation 
reaches the Senate floor. 
















Sen. Goldwater will lead the rush to put more teeth in the watered- 
down bill. As it stands, the bill would require unions to file 
reports on their finances with the Labor Dept., it enforces secret 
balloting by union members and ex-cons are barred from being union 
officers. Goldwater, and others point out that the bill is 


not explicit, that there are too many loop holes for enforcement. 
















AUTOMATION FOR BUILDING MATERIALS and lumber is already with us and more 
plants are planned. Factory assembly lines for houses -- fast and 
efficient -- can be seen at National Homes plant in Indiana. 






Widespread production of house components -- walls, floor panels 
and trusses -=- is sure to come because of economic pressures. Unions 
and hidebound building codes can only delay a natural trend. 


SMART BUILDERS SEEM A RARITY if you look behind their superficial front of 
prosperity. For nearly 12 years their net after taxes has declined 
from over 5% to less than 2% in 1958. 


Failures have increased from 200 in 1948 to 800 in 1957 and the rate 
is growing. Only one in 10 U.S. builders has a strong enough financial 
standing to qualify for a straight commercial bank loan on the assets 
of his business. Something for every cautious lumber dealer to 

think about. 
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22 pages of basic, immediately 
useful figuring facts. Simply request 
complimentary copy on your 
business letterhead, addressing 
Friden, Inc., Dept. AL, 

San Leandro, California. 
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OF CONTENTS 


THE PROBLEMS 


LUMBER METHODS 
Board Feet by Division 
Board Feet by Multiplication 
Wholesale Lumber Invoice 
Mill Lumber Invoice 
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Invoice with Group and 
Line Discounts 
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MISCELLANY 
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Table for Computing Cubic Feet 
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Quarters, Plywood, Board Feet 
in Railroad Ties 


At your convenience, also, you’re 
invited to watch a demonstration 
of the fully automatic Friden 
Calculator—The Thinking 
Machine of American Business. 
When you do this, ask 

especially to see mechanized 
calculations on tally sheets, cost 
figuring, payroll and invoicing. 




















Automatic office operation is the 
Friden function—Call your Friden 
Man or write Friden, Inc., San 
Leandro, California . . . instruction, 


% ie 
SS sales and service throughout U.S. 
tras the and the world. 
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PRODUCTS 
WILL BE SEEN 


THIS SPRING ON 
‘THE JACK PAAR 


SHOW" 
NBC TELEVISION 


Join the more than 
23,000 lumber and 
hardware dealers 
who will cash in 

on WEPCO’S 
Spring campaign! 
In addition to 
national advertising, 
you'll enjoy free 
advertising and 
merchandising aids, 
the most generous co-op 



















ad plan in the industry, 
protection against 
“cut-throat” competition, 

plus the ‘‘most-wanted”’ line 
of aluminum building products. 


call or write WEPCO Litchfield, Illinois 
...a division of the Weather-Proof Co. 








1) EWEPCO PLUS.” 

















A COMPLETE LINE 
OF WEPCO 
ACCESSORIES 


Sensational Thermal-Barrier thresholds, 
as well as two other threshold lines 
— door protectors — sweeps —push bars 
—grilles! Sure-fire ammunition 
for tie-in sales. 
SPECIAL! 
Sample Accessory Selection Regular $77.42 
Self-Selling Display Rack Regular $10.50 4 

ALL FOR ONLY... $69.60 ei ys Guaranteed by @ 
. VREET | Y, Good Housekeeping 

9" 45 snyeanistd wet 
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MEMO TO MEN 
) ON THE WAY UP 




















WHERE THERE’S BUSINESS ACTION THERE’S A BUSINESSPAPER 


Used to be a song, back in the Thirties, titled, Little Man, 
You’ve Had a Busy Day. Didn't mention the Big Man. 
But his days are busy, too. He’s the man who must make 
top-level decisions in business. And to make those de- 
cisions, he must have facts. All the facts. All the pertinent 
information he can get. 

He finds time, in his busy days, to get that information. 
How? By getting a major portion of it from one unique 
source: the business publications serving his particular 
field. 

No businessman, Little or Big, is fully informed until he 
reads his businesspaper. He reads it for profit, not for 


One of a series of advertisements prepared by THE ASSOCIATED BUSINESS PUBLICATIONS 


pleasure. He searches it through for news of the trade or 
industry. For facts. For fresh ideas. For new products he 
can put to work. And he reads the advertising with the 
same intense concentration he devotes to the editorial pages. 
For the man on his way toward becoming a Big Man, his 
businesspaper is especially important. Take a tip from the 
reading habits of key men at every level. Take out a sub- 
scription of your own. Then, make the time to read every 
issue—and read it thoroughly. 


where there’s building products business there’s... 


AMERICAN LUMBERMAN 
and Building Products Merchandiser 





For quiet rooms and beautiful ceilings, Johns-Manville KLEFTONE 
is the choice of Mrs. America®, the Nation's No. | homemaker 


f 


Johns-Manville presents KLEFTONE Panels 


—the new acoustical ceiling panel with deep-fissured texture 


New Johns-Manville Kleftone 
acoustical ceiling panels have a 
sculptured fissured pattern and 
tiny perforations that absorb up 
to 75% of the room noise that 
strikes them. 

Kleftone panels have the classic 
beauty of Travertine stone. They 
add the high-style and decorative 
beauty that gives homes a smart 
modern look. 


Jouns-Manviie 5/V) 
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Dramatic, hard-hitting advertis- 
ing in Life, Saturday Evening Post, 
Sunset and Better Homes and Gar- 
dens for Johns-Manville Kleftone 
ceiling panels, (endorsed by Mrs. 
America), will help pre-sell your 
prospective customers. 

Kleftone panels, available in 
12” x 12” and 12” x 24”, are pre- 
decorated in a white flame-re- 
sistant finish. They are quickly 


and easily applied by your builder 
and ‘do-it-yourself’? customers. 
The famous Johns-Manville light- 
ning joint conceals all fastenings. 
* «€ 2. 

See your Johns-Manville Repre- 
sentative for the full story on how 
you can increase sales and profits 
when you recommend and sell the 
new J-M Kleftone acoustical 
ceiling panels. 
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More sales-getting promotions ...more 

aggressive advertising, including nighttime 
network TV!... more effective decorating helps— 
featuring a great new MAESTRO® COLOR 
PLANNER-~will bring more customers into 
Pittsburgh Paint dealers’ stores. 


ggressive and timely promotions of high- 
quality products—backed by hard- 
hitting advertising in magazines, newspapers 
and on TV and radio—brought the greatest 
number of customers into dealers’ stores 
last year in Pittsburgh Paint history. 


@ And this year Pittsburgh Paint sales should 
be even bigger! 


@ There'll be more promotions. More power- 
ful advertising in magazines, on radio and 
in newspapers, with dealers’ names listed 
at no charge. 


@ And for the first time, there’s network 
nighttime TV—the new GARRY MOORE show 
—with this great star’s convincing sales- 
manship reaching households in every 
dealer’s community. 


@ Besides, Pittsburgh Paint dealers now have 
available for their customers the most com- 
plete color service in the industry. A new 


MAESTRO COLOR PLANNER, with thousands 
of color harmonies to choose from, has been 
added to the MAESTRO COLOR SELECTOR and 
the popular book, “Modern Decorating 
Ideas.’’ Supplementing these is a complete 
line of color cards with large-size chips and 
helpful painting suggestions. 


@ Store identification signs, eye-compelling 
window displays, streamers, banners and 
pennants identify dealers’ stores as Pitts- 
burgh Paint headquarters. And a com- 
pletely revised edition of the helpful Main- 
tenance & Buying Guide aids dealers to 
service customers more efficiently. 


@ This complete sales promotion and adver- 
tising program has been carefully planned 
to help Pittsburgh Paint dealers get a 
bigger share of the 1959 market. Now is the 
time to get on the bandwagon and cut your- 
self a bigger slice of the paint business in 
your community. MAIL COUPON TODAY. 


® PittsBUuRGH PAINTS 


PAINTS @ GLASS @ CHEMICALS @© BRUSHES @ PLASTICS @ FIBER GLASS 
metnrS68UR OH i ee mo. ASS ee ae, a 
IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 
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s)...and More...for 9! 


. om on PRY MOORE SHOW 
Stations r 
30,000,000 viewers ay 


U DA E 0- i M. E.S.T. 
’ I Il ~ 


Pittsburgh Plate Glass Company, 


Paint Division, Dept. AL-49, Pittsburgh 22, Pa. 
How to Put Garry Moore’s ee — . 
Gentlemen: I am interested in how I can use your 


Salesmanship to Work For You! promotions and the salesmanship of Garry Moore to 


help increase paint sales in my store. 


-@If you want to take advantage of timely aes 
product promotions offered by Pittsburgh to 

| its dealers during 1959, backed by two-fisted Satipens 
advertising which includes the convincing TV 
| salesmanship of Garry Moore, mail coupon. 
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Four-Season 
Favorite: 


MIDLAND’S 
7 H.P RIDER 


a brawny utility tractor that performs 

big jobs on a budget 12 MONTHS A YEAR 
... for truck farms, as a second 

tractor on large farms, for suburban 
gardens, estates, service stations, 

golf courses and in many other 
applications. 
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OPPORTUNITY KNOCKS 
4 SEASONS A YEAR 
WHEN YOU SELL 
MIDLAND 


new subsidiary of 
Outboard Marine Corporation 


Your selling season never ends when you offer Midland power 
garden equipment. Glowing proof: the Midland line for 59 — 
a soundly-engineered group of powerful units that sells all year 
long because it fills user needs all year long. You enjoy a 12- 
month selling season on units and implements. . . plus the added 
assurance that Midland quality promotes not only your reputa- 
tion but repeat business as well. 


But those aren’t the only reasons you’ll want to switch fast 
to Midland. There’s also the powerful backing of Outboard 
Marine Corporation to think about; backing that includes a 
nationwide network of parts-service centers...a 90-day warranty 
from a company with ample resources to stand behind every 
product you sell...and all the aggressive advertising and 
merchandising that built the successes of Lawn-Boy, Pioneer, 
Johnson, and Evinrude! 

The Midiand Company 
suBsioiaryY of QUTBOARD MARING <<... a sina 


Makers of Johnson, Evinrude, and Buccaneer Outboard Motors, Lawn-Boy Power Mowers, 
Cushman Commercial and industrial Vehicles, and Pioneer Chain Saws. 





Make the Big Move to 4-Season Profit 


tear out and mail this coupon today! 
SRRSSRRASKKRRKRKAKBKBAKBRKA BSA ARSASSSSRASRSSSSSSOARES SS 
mc-2 8 


THE MIDLAND COMPANY 
1200 S. Rawson Ave., Dept. AL49 
South Milwaukee, Wisconsin 


Gentlemen: Tell me more about how I can profit this Spring 
and the year around with a Midland direct-dealership. 


NAME.. 


COMPANY... 
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The MIDLAND 
4-Season Line 


Midiand 16" Rotary Tiller 
3 HP Model RT-1: peak power and 
performance in a low-cost package 


Midiand 4 HP Super Rotary 
Tiller-Mower, Model TMS-1 


Midiand 7 HP Self-Propetied 
Rotary Tiller-Tractor, Model 708 


‘ ® 
' . 
\ 


3 Midiand Rotary Mowers 

21” Model 19 MH (shown) and 18” Model 89MH 
with 2 HP Midland Iron Horse engines; 

21” Model MPB1 with 2-1/2 HP 

Briggs & Stratton engine. 


A wide selection of dependabie 
attachments is availabie for each 
Midiand tractor to enhance your 
4-season selling power. 








On time on FIRESTONES 


They cut costs on building materials deliveries 


Whether you operate one truck or twenty trucks, count on Firestone 
Rubber-X, the longest wearing rubber ever used in Firestone truck tires. 
It’s yours with every Firestone, for extra trouble-free deliveries and lower 
truck tire costs. 


And along with new long-wearing tire rubber, all Firestones bring you 
Firestone S/F (Shock-Fortified) cord for still more stamina and depend- 
ability. No wonder more and more truck owners like yourself find it good 
business, always, to buy Firestones when replacing old tires—and to 
specify Firestones on all new trucks. Ask about them today at your nearby 
Firestone Dealer or Store—your headquarters for fast, reliable service! 


ae . 
2) ede” or oe 


LOOK FOR NEW LOW COSTS PER MILE WITH LONG-WEARING FIRESTONE TRUCK TIRES 


Enjoy the Voice of Firestone every Monday evening on ABC television 


Copyright 1959, The Firestone ‘Tire & Rubber Company 


TRANSPORT* SUPER ALL TRACTION* 


*FIRESTONE T.M, 


Firestone 


BETTER RUSBER FROM START TO FINISH 
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ee , 101 
HIGH COMPRESSION STAPLE GUN 


hold it securely closed. You’ll sell 
all your customers this ultra-handy 
home tool . . . now, for the very first 
time, at a sensational low price. And 
you’ll see lots of the new SWING- 


There’s nothing like it on the 
market! New SWINGLINE 101 
High Compression Staple Gun is 
compact, powerful and capable. 
Delivers as much driving power as 
machines twice its size and weight... 
Takes two staple sizes (4/16” and 
5/16”) . . . performs hundreds of 
tacking jobs . . . even has a lock to 


SWINGLINE 
leaders: 


eeeeeveeeeeere 


LINE 101 in big advertisements 
(selling for you) in leading con- 
sumer magazines. So get set... 
stock up with SWINGLINE 101! 


Swingline No. 900 
Super Drive Stapling 
Gun. Takes 6 staple 
sizes up to 9/16” 


Start Selling with this 4-Unit Display Kit 
See how easy the SWINGLINE 101 sells 
Order this 4-unit case today, including an 
easy-to-set-up display for counters, walls 
or windows, 


Household Stapler 
with wall Dracket and 
1000 staples. 

Retail price $2.95 


Retail price $12.50 


- Zs ® 
INC. LONG ISLAND CITY 1, NEW YORK 


World's Largest Manufacturer of Staplers for Home and Office 
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MEN in the news 
SELF-LUBRICATING 
BEARINGS 











VERSATILE 707 SERIES : 
FITS ¥%4” OR 1%” DOORS ae 


... SIMPLY REVERSE HANGERS William Bell Retires 
William C. Bell stepped down on 
his 70th birthday last month after 25 
‘atone —_ years as regional manager at Seattle 
for the Western Retail Lumber Deal- 
ers’ Association. Ross Kincaid suc- 
ceeds him as regional manager. 
“During the past 25 years there has 
been an amazing development of new 
materials for use in housing,” Bell 
RIGID STEEL VERTICAL AND said. “Here in the Pacific Northwest, 
— pra sweet where we are not bound by tradition, 
SLOTS we are away out front in the use of 
= eee these materials and house design.” 
L ti, Individual members of the western 
group contributed a “very large” cash 
e e gift to Bell so he could “take a vaca- 
“VY H if e k k tion to any part of the world.” 
NEW Har ey an [- i wit Bell was one of the fathers of the 
B « k 7 ‘ Retail a t aeeiegin Training In- 
stitute which offered training to vet- 
umper IS ey i more sa es erans after World War II. It began at 
e me ms ga the University of Washington and 
Versatile 707 Series fits %" or 13/4” Sliding Doors spread to 17 universities. He also es- 
tablished a Home Planners’ Institute 
which offered evening classes for 
adults in six Seattle high schools. 
Bell operated a retail lumber busi- 
ness in Iowa and in Seattle before 
joining the association. 












































DOOR BUMPER INCLUDED IN EVERY HANDI-PAK 


Handle the line your customers want . . . one that 
means less inventory and better profits for you. 
Each Pak contains everything your customer needs 
for quick, easy installations. Handi-Paks include 
rigid extruded Aluminum Track, two No. 70-2H Home Improvement Head 
Hangers, two No. 70-3H Hangers, one adjust- V. Van Fleet, 
able Nylon door guide, two cup pulls and one president of the 
Door Bumper. With Har+Vey's 707 Series you See Securities Compa- 
never have to pass up or delay a sale. Look for hes , nies, Detroit, 
the Har+Vey name... your assurance of selling io ts Mich. has been 
oe —, elected the first 


superior quality. ~~. president of the 

Home _Improve- 

ment Products 

Guaranteed to se me smoornesr, handle’ 

QUIETEST SLIDING DOOR HARDWARE AVAILABLE wen Slew new group which 

includes the Ma- 

tional Combina- 

tion Storm Window and Door Insti- 

tute, the National Metal Awning Asso- 

ciation and the Aluminum Manufac- 
turers Credit Bureau. 

The Securities Companies manufac- 

tures a wide range of aluminum prod- 

g ucts to fabricating distributors across 

World's largest fe v~.. ; the nation, including retail lumber and 


manufacturer of 


window screens building products dealers. 


HARDWARE 
Independent Lock Appoints 
Edward H. Bryant has been ap- 


©1959 By : s i : 
pointed vice-president in charge of 
AMERICAN SCREEN PRODUCTS COMPANY marketing for Independent Lock Co., 


GENERAL OFFICES: 61 EAST NORTH AVENUE ¢ NORTHLAKE, ILLINOIS | Fitchburg, Mass. 
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THIS FENCE IS 32 YEARS OLD 


Omer Rodkey, left, and son Russell, stand be- 
side their Continental Fence that is actually 
over 32 years old, still is straight and strong, 
still giving excellent service. Mr. Rodkey, 
Senior, has lived on this Indiana farm all his life. 


iter 


es 


THIS FENCE IS 29 YEARS OLD 


Mr. Hans Schroeter, Indiana, is a diversified 
livestock farmer to whom well fenced fields are 
of utmost importance. The Continental Fence 
shown here is over 29 years old and in fine con- 
dition. It looks strong enough to last a good 
many years longer. 





THIS FENCE IS 34 YEARS OLD 


Mr. Daniel W. Young, shown here on his farm, 
near Sheridan, Indiana is proud of the fact that 
his Continental Fence has lasted so long, with 
so little upseep. *‘When you put up Continental 
Fence,” says Mr. Young, ‘‘It’s up to stay!” 
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Customers agree... 
CONTINENTAL FENCE 
costs less per year 


The long life of Continental Fence, as shown by the 
examples at left, gives it top sales appeal. And since 

1932, 27 years ago, Continental’s famous Flame-Sealed” 
process gives even greater protection—unbeatable 3-way 
protection that assures your customers of longer fence life. 


TRIPLE 
PROTECTION 
AGAINST RUST 
Heavy, more uniform 
zinc coating is Flame- 
Sealed to make a denser, 
tougher, tighter shield 
against rust. 


Copper steel has up to 
three times greater rust 
resistance than ordi- 
nary steel. 


Zinc coating is actually 
welded to the steel to 
prevent cracking, flak- 
ing or peeling. 


PIONEER® or 
CHAMPION® 
Super strong knots, 
either the Pioneer semi- 
rigid or the Champion 
Hinge Joint make for 
easy handling and tight 
stretching. They help 
close the sale. 


Your customers need these items, too! 


You can promote ‘‘one-stop” buying by offering 
Continental’s complete line—15 types of farm fence, 

posts and gates, nails and staples, 3 kinds of steel roofing, 
barbed wire, welded wire fabric and other items. Treat 
your customers to the best in steel, and treat yourself to 
the best in steel profits. See your jobber or write direct today. 





CONTINENTAL STEEL 
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ew Masonite 


When she’s a Tot... When she’s a Teen... 
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Panelok Wall 


a flexible wall system with Adjust-A-Bilt accessories 


Nothing like it before—at any price! The National Association of Home Builders chose it for 
interior walls of the much-talked-about Knoxville Research House. A colorful, easy-to-install 
wall with hidden supports for shelves, racks, cabinets and other Adjust-A-Bilt* accessories 
which can be arranged and rearranged at will. A wall adapted to family or living room, bedroom, 
den—any room in the home! 

The Panelok wall system is available in 2’ x 8’ panels, in Royalcote colors shown below or 
unfinished ready for painting. Best of all, here’s a profit opportunity for dealers that is truly 
unique. Selling Panelok means a profitable sale right now... continuing profits from future 
fixture sales. 


¥ 


Magid es 
ANT aN F 


in 4 exciting colors 


NEW! Royalcote® wood-grain finishes offer beauty, low cost 


Here are full-bodied tones designed to harmonize with any decor. Combined with the handsome 
walnut-grained pattern, they lend a rich warmth to room settings. A coat of wax or clear sealer 
on these smooth hardboard panels will make them a permanent part of any home. 

For complete details and profit story, call your Masonite wholesaler, your Masonite representa- 
tive or write to Masonite Corporation, Box 777, Chicago 90, IIl. 


, bf 
Royalcote Misty Walnut Style Royalcote Rosé Walnut Style Royalcote Antique Walnut Style Royalcote Champagne Walnut 


#100. A cool and elegant shade #103. Rich in tone, it blends 4104. For the more tradition- Style #102. Light and spar- 


to complement blond furnish- with Early American or West- ally minded. Superb for an kling, it sets the mood for the 
accent wall. relaxing hours. 


MASONITE A Cenwamnt1 ee 


*Reg. T. M. U. S. Pat. Off. by L. A. Darling Co. ®Masonite Corporation—manufacturer of quality panel products 





NE W)-poRGUARD BY LOCKWOOD 








Special Introductory Offer 


Consists of following: 


36 DORGUARDS packaged one per box, six 
boxes in a colorful, point-of- purchase display 


carton. 
FREE! 

1 Demonstration Mount (illustrated above) 

complete with DORGUARD. 

1 Boring Tool — 144" diameter for installing 

cylinder, Offer expires April 30, 1959 


FROM INSIDE... 

Chain permits door to open only slightly 
so that visitor can be identified before 
admission. Visitor cannot remove chain 
from outside. Easily removed by 
occupant. 


SY 
* Permits Identification Of A Visitor Before Admission 
* Allows Entrance By Key From Outside At Any Time 


FROM OUTSIDE... 

A turn of key rotates slotted plate inside 
and ejects locking pin from slot. Five pin 
tumbler cylinder provides top security. 
Can be keyed alike or masterkeyed with 
Lockwood locks. 


EASY TO OPERATE... 

To release chain from outside, merely 
turn key in cylinder and locking pin drops 
from slot. From inside, close door and 
slide pin from slot. Pin hangs in base cf 
chain plate when idle. 


EASY TO INSTALL—JUST ONE 14" DIAMETER HOLE REQUIRED 


LOCKWOOD 


LOCKWOOD HARDWARE MANUFACTURING COMPANY, FITCHBURG, MASS. 
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Builders and Homeowners are Buying 
Better Quality Lumber, Dealers Say 


Increase in kiln-dried lumber sales and piece-price lumber 


merchandising is catching on slowly. 


Retail lumber dealers, in coast-to- 
coast interviews with American Lum- 
berman reporters, told why they have 
increased the quality of their lumber 
stocks in recent years. 

Customer demand, particularly on 
the part of tract builders and do-it- 
yourself customers, have been import- 
ant factors in the swing toward 
quality. 

“We've had to do it,” declared Al- 


bert J. Hussar, Pfister Coal and Lum- 
ber Co., White Plains, N. Y. “The 
mass produced, cut-rate houses are 
moving into this market all the time. 
They feature low-priced material with 
a hope of doing a quantity business. 

“We have decided to put our mon- 
ey on quality. And this is no seller’s 
cliche. We’ve had to adopt this line 
to continue doing the kind of busi- 
ness we want to do.” 





High Prices Blamed for Growth 
Of Hardboard Imports 


Domestic hardboard manufacturers, 
who complain about imported hard- 
boards, are reaping their just deserts, 
claims one big metropolitan Chicago 
lumber dealer. 

The domestic manufacturers, 
charges this dealer, maintained high 
prices on their product for years when 
high-level production would have 
justified a price cut. 

“I’ve just placed my third order for 
Norwegian hardboard,” said this deal- 
er. “When the first shipment arrived, 
the customs’ officer said every sheet 
would have to be marked ‘Made in 
Norway.’ He said we couldn’t sell a 
single sheet until they were marked. 

“We went all the way to Washington 
to get a ruling and found the customs 
man was wrong. He later called and 
apologized. We also found upon a 
thorough investigation that one of 
the big domestic hardboard manufac- 
turers was behind this trouble over 
marking. 

“I fought four years in the infantry 
in World War II and patriotism has 
no bearing on this subject. We all 
have to live in one world that is getting 
smaller all the time. 

“It’s up to domestic manufacturers 
to match and beat imports with im- 


NORWEGIAN HARDBOARD is given 
mass display by Chicago area dealer. 
Low price captures customers’ attention. 
Dealer says quality is high. 


proved techniques and lower produc- 
tion costs. Every product has to stand 
on its own feet qualitywise and price- 
wise.” 

(See special section, “Is It Smart to 
Sell IMPORTS?” including statement 
by the Hardboard Association, pages 
70-86.) 
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Hussar picked up an invoice from 
his desk showing a transaction for 
construction grade lumber. 

“We'd like to do all our business in 
this grade if possible,” he said. “Let's 
make it honest. Mark the lumber clear- 
ly and accurately and stick to it. We 
really would like to use construction 
over standard and utility any time.” 

Selling quality lumber and charging 
for it, Hussar added, is the best way 
to make a good profit on a lumber 
sale. Hussar says he shows the cus- 
tomer why a better product must 
command a higher price. 

Contractors recognize quality. A 
number of dealers emphasized the 
role contractors have played in up- 
grading lumber. 

“By getting dealers to recognize 
quality lumber, we avoid a competi- 
tive market,” explained Don McGee, 
manager, Dallas (Tex.) North Lumber 
Co. “Also, we can get more money 
for our product.” 

Robert Ketchum, Ketchum Building 
Supply Co., Salt Lake City, also em- 
phasized this point. 

“We have increased the quality of 
our lumber in the past few years be- 
cause our customers—the building 
contractors—have upped the quality 
of the tract homes they have been 
building. The FHA requirements have 
increased the demand for better qual- 
ity, too.” 

Down in Georgia, T. I. Cantrell, 
owner, Cantrell Lumber Co., College 
Park, said the demand for higher 
quality is coming from builders as 
well as straight from homeowners. He 
said he has noted a steady upgrading 
for the past five years. 

“Competition has 
up,” he observed. 

Cincinnati has always been a qual- 
ity market, said E. J. McFarlan, 
Dexter Lumber Co. By handling qual- 
ity lumber, “we have been able to 
attract the sales of tract builders and 
hold down complaints.” 

Another Ohio dealer, Robert Loftus, 
Norwood Sash & Door Co., also re- 
ported a definite increase in the qual- 
ity of lumber handled by his firm. 

“More sales to tract builders and 


forced quality 
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QUALITY LUMBER 
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elimination of complaints, have been 
the reasons,” he said. 

Comments from several dealers 
emphasized the important influence 
of the handyman in upgrading lum- 
ber quality. Salt Lake City dealer 
Ketchum said this customer demands 
a better grade of lumber. Ray Bech- 
man, purchasing agent, Center Street 
Lumber Co., Omaha, said do-it-your- 
selfers generally insist on top grades. 
One reason for this, believes Moe 
Litvin, secretary, Mt. Clemens (Mich.) 
Lumber Co., is that the handyman 
figures he is saving on labor, so he 
buys better lumber. 

New code requirements. New gov- 
ernment requirements have also work- 
ed for better lumber. This is especially 
true in Dade County, Fla., where a 
new lumber code became effective 
about a year ago. 

“Aside from some utility fir al- 
lowed for non-bearing partitions, our 
quality of lumber is much better than 
it was before,” said Clifton Rose, pres- 
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ident, Arch Creek Lumber Co., North 
Miami Beach, Fla. 

Because industrial and consumer 
customers require straight lumber, 
Michael Shepard, manager, Home 
Lumber & Supply Corp., Hialeah, Fla., 
said his firm has improved its lumber 
quality in recent years. 

“A reputation for quality is the 
best thing a dealer can have,” de- 
clared R. F. “Dick” Mestayer, spokes- 
man for the yards bearing his name 
in New Orleans and Waveland, Miss. 
“We place a lot of emphasis on 
SPIB grade-marked Southern Pine.” 

Saul Singer, Singer Lumber Co., 
another New Orleans dealer, also re- 
ported more emphasis on quality with 
a switch from green fir to kiln-dried 
fir. He said that while his stock of 
kiln dried fir ran to 70% of total 
inventory two years ago, the figure 
is now nearer 85%. 

In the northwest, Harold Woodin, 
manager, Lumber Market, Renton, 


Wash., said that more sales to con- 
tractors has increased their volume of 
quality lumber. Al Lewis, manager, 
Acme Lumber & Plumbing Supply 
Co., Akron, Ohio, said that FHA and 
VA requirements have increased the 





VOUT CUUEN DOANE TAT 


Politicians Lick Chops to Get 
Control in Housing Field 


The next great “New Deal” for this 
country might be a Government hypo 
for urban housing, which could put 
current urban renewal assistance to 
shame. At least you can draw such a 
conclusion from political talk today, 
as well as both Federal and _ state 
housing action. 

The current struggle between the 
Administration and the Congress on 
urban renewal is not between aban- 
donment or growth of subsidized hous- 
ing. Instead, it is simply a difference 
of opinion on the size of the subsidies 
and if housing aid should come from 
the Federal government or from state 
and local governments. Democrats 
want to keep the 2-for-1 cost-shar- 
ing in favor of Washington. 

Meanwhile, Governor Rockefeller 
told his legislature last month that 
New York state must increase its new 
home construction 40% annually if 
the goal of decent housing for all is to 
be reached. 

This would mean 35,000 more 
housing units a year in the state, where 
90,000 units have been built annually 
during the last decade. 

Rockefeller proposed that private 
financial sources such as insurance 
companies and savings banks be asked 
to provide $200 million for limited- 
profit housing in the state. These 
sources would supplement state bond 
funds, which presently finance rental 
and cooperative housing. 


“More dwellings within the finan- 
cial reach of our middle-income urban 
residents can be attained only through 
an action program of collaboration of 
local and state government with pri- 
vate enterprise,” he said. 

While Republican Rockefeller was 
plumping for state action in housing, 
a Democratic political figure of equal 
national prominence warned that more 
Federal action for urban housing may 
be in the offing. Sen. John F. Ken- 
nedy of Massachusetts said in Wash- 
ington that ineffective action at state 
and county level could force Congress 
to move toward meeting problems of 
metropolitan growth, including hous- 
ing. 

Kennedy told the National Urban 
County Congress that the Federal gov- 
ernment “will not yield public func- 
tions to ineffective state, county or 
city governments.” 

Another twist for housing control 
by Government is a bill introduced in 
the Senate by Javits of New York and 
Clark of Pennsylvania which would 
limit builders to 6% profits on certain 
types of housing. 

Under the plan, the Government 
would set up a limited profit mort- 
gage corporation for lower and mid- 
dle-income housing only. All rents or 
carrying charges by builders of the 
low-cost homes would require approv- 
al by this Federal corporation. Few 
people expect the plan to be adopted 
this year. 





quality of lumber. 

Retailers in the San Francisco area 
have made deliberate efforts in re- 
cent years to increase the quality of 
lumber in their inventory, although 
some dealers contend the mills have 
cut their quality. 

“For a period after the war, qual- 
ity was forgotten,” says A. H. Stock- 
ton, Stockton Lumber Co., Daly City. 
“Fortunately, this trend has now been 
reversed and contractors as well as 
the sweat-equity market are most qual- 
ity conscious.” 

Quality down? Not every dealer be- 
lieves lumber quality is better than 
a few years ago. Art Hogan of San 
Francisco’s Art Hogan Lumber Co., 
contends that quality at the mills has 
fallen off. 

“To a major degree,” said Hogan, 
“lumber is almost becoming a by- 
product. Logs seem to be getting 
poorer all the time and the better 
logs are going into plywood.” 

W. J. Tilley, Jr., manager, East 
Madison Lumber Co., Seattle, says that 
the ‘“price-conscious public wants 
price rather than quality.” His firm 
is handling lower grades to meet the 
demand of the handyman market. 
Meeting the builders’ demand for 
something cheaper, Thurber Zeh, 
president, Lumber & Millwork Co., 
Philadelphia, said his firm is handl- 
ing more hemlock to meet competi- 
tion. Dwight Cramer, secretary, Falls 
Lumber Co., Cuyahoga Falls, Ohio, 
said his firm has cut the quality of its 
lumber to meet the demands of the 
specialty home builders, who is “in- 
terested in price only.” Lumber just 
isn’t as good as pre-war days, feels 
Louis Moore, Weingartner Lumber 
Co., Newport, Ky. 

“My feeling overall is that the qual- 
ity of lumber is down,” said Frank 
Scallero, manager, Fordham Lumber 
Co., White Plains. “We've definitely 
upped the quality of our merchandise 
because of many outside factors, 
things we necessarily didn’t have much 
to do with,” added Scallero. 

“One is the poor marking techntque 
being used on lumber today. Lumber 
just isn’t graded properly. Often only 
one side is graded. So we’ve upped 
the usual quality we buy to counter- 
act the slipshod methods of grading 
that might easily give us inferior 
lumber when we've specifically picked 
something better. What we bought 
five or 10 years ago is not the same 
stuff now. One example, from our 
experience is 4” pine.” 

More kiln dried stock. Better qual- 
ity at the consumer level was also 
indicated by reports indicating more 
kiln drying and lumber treating in 
recent years. 

“I'd say about 98% of our stock is 
kiln-dried,” said Norman Riley, sec- 
retary-treasurer, J. T. Riley, Inc., 
Philadelphia. “Although air-dried is 
usually cheaper, we would have to 
strip every piece and it would require 
more labor. Also, air-dried lumber 
doesn’t keep as clean and invariably 

(continued on page 30) 
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FIFTY-TWO LUMBERMEN begin sessions at a five-day management workshop held at 


the Surf Rider Inn, Santa Monica. 


“Our Most Profitable Week’ 
Declare Workshop Lumbermen 


Fifty-two lumber dealers from four 
states and Canada last month com- 
pleted a five-day Management Work- 
shop sponsored by the Southern Cal- 
ifornia Retail Lumber Association in 
Santa Monica. The sessions were mod- 
erated by Art Hood, chairman of 
American Lumberman’s _ editorial 
board. 

“I’ve never seen such a hard-work- 
ing group,’ commented Orrie W. 
Hamilton, executive vice-president of 
the association. 

Seeking ways to improve their busi- 
ness operations and their profit pic- 
ture were lumbermen from California, 
Utah, New Mexico, Montana and 
Canada. Here are some of their com- 
ments: 

“There were so many good ideas it 
will take a few years to put just a 
small portion of them into use,” said 
Art Van Roo, Gibson Lumber Co., 
San Bernardino. 

R. N. Spratling, Halladay Lumber 
& Hardware Co., Salt Lake City, said: 
“It’s like discovering a new gold mine; 
in fact, the workshop is the greatest 
discovery since water.” 

“T’m amazed to realize how many 
ways there are to improve sales and 
customer relations and increase net 
profit,” said Bud Walling, John W. 
Fisher Lumber Co., Santa Monica. 

Wayne A. Hull, Hull Bros. Lumber 
Co., Los Angeles, summarized his ex- 
perience thus: “It was the most en- 
lightening week I’ve ever spent in my 
life.” 

Other dealers included: Bert Adams, 
Adams Lbr. Co., San Bernardino; Hal and 
Bernard Anawalt, Jr., Anawalt Lbr. & 
Mtls. Co., Pacoima; Richard Anawalt, Ana- 
walt Lbr. Co., Angeles; James Ander- 
son, McCoy Lbr. Co., Hemet; W. G. Bald- 
ridge, Mason Lbr. Co., Billings, Mont.; Guy 
Barnett, Rossman Mill & Lbr. Co., Para- 
mount; George Barr, Barr Lbr. Co., Santa 
Ana; Carl E auer, Bauer Lbr. Co., Comp- 
ton; J. Eric Beckstrom, Arcadia Lbr. Co., 
Arcadia. 

H. F. Betts, Betts-Sine Lbr. Co., Culver 


City; Norbert Bundschuh, Myrtle Ave. Lbr. 
Co., Monrovia; Miles Davidson, Sun Lbr. 


Co., San Pedro; Richard Deininger, Jr., 
George T. Wiley Lbr. Co., Long Beach; Co- 
lin G. Evans, Alsto Distributors, Vancouver, 
B. C.; Leon Fiynn, Rossman Mill & Lobr. 
Co., Paramount; Paul Forman, Myrtle Ave. 
Lbr. Co., Monrovia; Russell P. Fritchey, 
Palm Ave. Lbr. Co., Alhambra; Oscar L. 
Gibbs, Gibbs Lbr. Co., Anaheim; Leon G. 
Gillaspie, Northridge Lbr. Co., Northridge; 
John Golden, Hammond Lbr. Co., River- 
side; Robert Cc. Harris, Lounsberry & Harris, 
Los Angeles; W. N. Hathaway, Oceanside 
Lbr. Co., Oceanside; Richard E. Hawthorne, 
Northridge Lbr. Co., Northridge; Wally Hull, 
Hull Bros. Lbr. Co., Canoga Park. 

. T. Jones, Mason Lbr. Co., Billings, 
Mont.; Dick Lang, Yosemite Bldrs. Sup., 
Merced; R. H. Learned, Learned Lbr., Her- 
mosa Beach; Bob Lynn, Rossman Mill & Lbr. 
Co., San _ Pedro; oug Maple, Hammond 
Lbr. Co., North Hollywood; egy E. Marks, 
George T. Wiley br. Co., Beach; 
Kingston McKee, Forest Lbr. — asadena; 
John McKinnon, Gibson Lbr. Co., San Bern- 
ardino; John Milliken, Viney-Milliken 
Lbr. Co., Covina; James H. Nelson, Buena 
Park Lbr. Co., Buena Park; Herb J. Neville, 
Guemet Sup. Co., Quesnel, B. C.; Hal New- 

Learned Lbr., Hermosa Beach; M. F. 
O'Sullivan, Rossman Mill & Lbr. Co., Para- 
mount; Herbert W. Roberts, Blanchard Lbr. 
Co., North Hollywood; Robert C. Rodecker, 
Williams Lbr. Yard, Azusa; Clifford Rose, 
San Jacinto Lbr. Co., San Jacinto; Robert 
Shaw, Gibson Lbr. Co., Victorville; Russ 
Singer, Rossman Mill & Lbr. Co., Wilming- 
ton; Ed Stoner, Jr., Sawtelle Lbr. Co., West 
Los Angeles; John H. Suverkrup, John 
Suverkrup Lbr. Co., San Bernardino; Walt 
Taylor, alt Taylor Lbr. Co., Anaheim; 
George T. Wiley, George T. Wiley Lbr. Co., 


WORKSHOP TEACHER Art Hood (right) 
is greeted by president Hal A. Brown 
(left) and executive vice-president Orrie 
W. Hamilton of the Southern California 
Retail Lumber Assn., sponsor of the 
event. 
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Long Beach; and Edward J. Wood, Gibson 
Lbr. Co., Albuquerque, N. M. 


“These lumbermen will have an op- 
portunity to attend another Art Hood 
re next February,” Hamilton 
said. 

Hood will conduct two workshops 
in Australia in July. He has a Florida 
workshop scheduled for Miami next 
October. 


Rug Chains Hit by FTC 

Chain store companies in the car- 
peting industry were given a blow by 
the Federal Trade Commission last 
month 

Three of the largest producers were 
charged with price discrimination be- 
cause they allow chain store organiza- 
tions to combine the purchase volume 
of all outlets to qualify for a maximum 
5% yearly discount, although the pur- 
chase volume of individual stores 
frequently are not large enough to 
justify such discounts. 

The volume rebate system has been 
a regular practice in the carpeting 
field for years. A discount is given for 
a yearly purchase volume of over 
$5,000. The rebate system itself was 
not criticized; only the grouping of 
individual store orders by the chains 
to obtain a combined discount. 

Although the charge has no direct 
bearing on building materials distri- 
bution, it does reflect the increasing 
interest by FTC on the problems of 
small retailers. 





Firms Expand 





Sondik & Co. of Hartford, Conn., 
wholesale distributor of Flintkote and 
Van Packer building products, has 
opened its third branch office, Sondik 
& Co. of Vermont, Inc., with head- 
quarters in Burlington. Bernard Wil- 
liam Greenough is manager. 

Harbor Plywood Corp., Aberdeen, 
Wash., is establishing a new 50,000 
square foot warehousing and distribu- 
tion facility in Memphis, Tenn., with 
John D. Prince as manager. “Harbor 
will open several new warehouses this 
year,” announces president Martin N. 
Deggeller. 

Construction work has begun on a 
new plant located on a two-acre site 
in Garland, Tex., for Pecora, Inc. 
Various Pecora calking components, 
tile setting materials and grouting in 
tiled areas are being incorporated into 
the 10,000 square foot building. 


Dillon Elected 

Joseph F. Dillon, vice-president for 
sales of Great Lakes Distributing 
Corp., South Bend, Ind., wholesale 
building products firm, has been elec- 
ted a director of The Upson Co. He 
is the first sales executive in the build- 
ing products distribution field ever to 
serve on the Upson board. He also is 
a director of the National Building 
Material Distributors Association. 
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SELF-LOCKING 


EASY HANG perforated 
board fixtures! 


Faster, 
easier, 
more positive 


locking - 


Bubble-packed and 
Card-mounted packaging. 


The most popu- 
lar Easy Hang 
Fixtures—24 
items—are now 
packaged on 
Card-mounted 
or Bubble- 
packed Display 
Cards to assure quick 
identification . . . stimu- 
late self-selection . . . de- 
velop volume sales. 


merchandiser 


A store-tested Easy 
Hang department in 
itself. Holds assort- 
ment of self-locking 
fixtures, plus perfo- 
rated board in bin 
at back. Takes small 
24" x 21" floor space. 
Drop-shipped, pre- 
paid. Call your job- 
ber or write today. 


BOX 333, MICHIGAN CITY, IND. 
FACTORY: GRAND BEACH, MICH. 
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QUALITY LUMBER 


(begins on page 28) 





the demand in our type of business 
is for kiln-dried lumber. We send 
lumber out for treatment when a 
customer wants it and there’s a pos- 
sibility that we may build our own 
small tank. 

By selling more of the industrial 
trade, Barney & Carey Co., Milton, 
Mass., have increased their sales of 
kiln-dried lumber, according to vice- 
president Harry Carey. His firm does 
not handle treated lumber. 

Dealer Zeh in Philadelphia also 
said that industrial buyers and con- 
tractors were the chief customers for 
treated lumber. Although the firm 
has a small treating tank, most of its 
lumber is sent out for that purpose. 
Dealer Woodin in Renton, Wash., has 
increased his inventory to about 200,- 
000 board feet in kiln-dried lumber 
because of demand. 

“We promote treated lumber for 
garage siding and in fence materials 
like pickets, posts and 2x4’s,” ex- 
plained dealer Litvin, Mt. Clemens, 
Mich. 

The amount of kiln-dried stock 
has been increased year-by-year (cur- 
rently 70,000 board feet) at Baxter 
Lumber Co., Atlanta, Ga., says Lloyd 
Baxter, Jr., general manager. The firm 
will take orders for treated lumber. 
New Orleans dealers report an_in- 
creased demand for treated lumber. 

“It’s twice what it was a few 
years ago,” asserted dealer Singer. He 
says the main uses is for houses, 
such as plates on slab. He said 95% 
of his treated lumber is_ celcure- 
treated and 5% penta-treated. 

New Orleans dealer Mestayer said 
that the increased demand for treated 
lumber has come from all quarters. 
His firm handles both penta-treated 
and celcure-treated lumber. A truss- 
building operation has led the Ander- 
son Lumber Co., Bountiful, Utah, to 
increase its supply of kiln-dried stock 
to about 100,000 board feet. Cant- 
rell Lumber Co., College Park, Ga., 
reports sales of treated lumber have 


been rising. The biggest increase has 
been in framing; some treated posts 
are handled and other items are se- 
cured through suppliers. Considera- 
tion is being given to stocking treated 
2x4’s and 2x6’s before the end of the 
year. 

A small quantity of both dip and 
pressure-treated lumber is handled by 
the Arlington (Mass.) Coal & Lumber 
Co., reported manager Robert Kelley. 
Roland Simpson, Avinger Lumber 
Co., Lubbock, Tex., said his firm has 
increased its kiln-dried stocks about 
10% in recent years. He feels kiln-dried 
stock is better grade. National Lumber 
Co., St. Paul, has stocked only kiln- 
dried lumber since 1947, said presi- 
dent George Senkler. Present stock 
is about 600,000 feet. Only siding is 
dip-treated at National. A neighbor 
St. Paul dealer, Villaume Box and 
Lumber, reported a 25% increase in 
kiln-dried stock in recent years. 

“The demand is greater and we 
keep more on hand,” replied spokes- 
man G. W. Brace. His firm has re- 
cently started to handle pressure- 
treated lumber, which is treated by 
special order, not stocked. 

In Denver, Hallack & Howard 
Lumber Co., operates a dip treatment 
plant, equipped with overhead electric 
crane, valued at about $12,000. Tom 
Gamble, general sales manager, said 
the firm has increased its lumber 
stock about 50% in the last eight 
months because of expanding lumber 
needs in the area. About 30% of their 
inventory is in kiln-dried dimension. 

Ralph Eddie, merchandising man- 
ager, Consumer Lumber Co., St. 
Louis, claims that plywood has taken 
the place of much kiln-dried stock, 
although he keeps a small stock in 
finish items. 

In Chillicothe, Mo., Ken Rienhart 
said his lumber stocks are exclusively 
kiln-dried. He keeps a small volume of 
pressure-treated stock. Farmers are 
the principal buyers of treated lumber, 
primarily for pole-type construction. 
Rinehart keeps an inventory of about 
300,000 board feet. Frank C. Daniels 
in North Kansas City, Mo., said that 
25% -30% of his stock of 750,000 feet 
is kiln-dried. 





FOR A HEALINGER 
Sertee wre 


CLEANUP pan OP UP 


Cash in on these close-out items 
Aenined Getty Bemtee! 


THE ROUTE TO A BETTER AMERICA 


PAINT UP 


1500 Rhode Island Ave., N.W., Washington 5, D.C. In addition to banners and cards 
above, movie and TV trailers are available on the subject. Write the Bureau for folder 


showing prices of sales aids. 
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Two-way 

money-savers ! you suy them 
for less. And you run them for less. So Dodge trucks save money 
for you both ways. 
Take that sleek, handsome D200 Sweptline pick-up down there, 
for example. It costs $36.20 less than comparable Truck “‘C’’, 
and $12.08 less than comparable Truck ‘“F’’. Good start? It gets 
even better. Because Dodge trucks are better-built, more finely 
engineered, they cost you less to operate every day you put them 
to work. You keep on saving with Dodge trucks. 
The Dodge truck for you is as close as your nearest dealer. See 
him soon. He’s just loaded with additional facts on why .. . 


today, 


” eT eos D O dge 
Trucks 








1959 Dodge “‘Job-Rated” trucks are truly the big buy of the low-price field. This 
year, at competitive prices, Dodge gives you the most in important truck features. 
There’s a thrifty Dodge truck to do your job better—from 4,250-lb. G.V.W. pick- 
ups to 65,000-lb. G.C.W. Power Giants like the big D900 at the right. 
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Take a dealer’s word for it... 


"We sold 54,149 square feet 


of Armstrong Ceilings 


in the last three months”’ 


These are the exact words of Mr. Dwayne C. Larson, 
Manager of the Larson Lumber Co., Inc., Salina, 
Kansas. What's more, we are hearing similar state- 
ments from other dealers all over the country. 

Here’s another interesting fact. Since switching 
to the Armstrong line, Mr. Larson is doing twice as 
much ceilings business. As of right now, Armstrong 
ceilings sales represent 3.5% of his total sales and 
5.8% of his total gross profits! 

His story is not unusual. Here’s why. Ceilings 
are not a sideline with Armstrong. Ceilings are a 


1 Dwayne C, Larson, Manager of Larson Lumber Co., Inc., Salina, Kansas, 
* says, “We've more than doubled our ceiling tile business since we took on 
the Armstrong line. An important factor in this growth is Armstrong’s consist- 
ent leadership in ceilings design. Designs like Classic Cushiontone enable us 
to hold our prices while competitors battle each other with look-alike tiles. 





—— 


— 





big business, and Armstrong is the only manufac- 
turer who has spent millions of dollars exclusively to 
promote ceilings sales. Even today, Armstrong is 
still the only manufacturer with a network television 
show that helps the dealer sell ceilings. 

Nobody else is doing a job like this for the dealer. 
And dealers make their full profit margins on fast- 
moving Armstrong ceilings. Margins up to 12.4¢ 
per square foot on Textured Cushiontone. And up 
to 73 per cent of cost on exclusive new Classic Cush- 
iontone, based on Armstrong’s suggested retail price 





of 21¢ per square foot. 

Would you be interested in more information 
about this profitable new business? Call your Arm- 
strong wholesaler or write Armstrong Cork Com- 
pany, 3904 Rieker Avenue, Lancaster, Pennsylvania. 


(Aymstrong CEILINGS 


.. @ profitable new business for you 


2 “Often a customer comes in with an Armstrong ad torn 
# from a national magazine. And I'd like to have a dol- 
lar for every customer who has come into our yard and asked 
for the ceiling tile she saw on the Armstrong Circle Theatre. 


3 “Our books show that we are averaging a 68% profit 
* margin on cost on the Armstrong line. The unusually 
high average is a result of our sales emphasis on Cushiontone. 
These high profit acoustical ceilings represent 87% of our total 
ceilings sales. 


4 “We are strongly in favor of the strict Armstrong policy 
® of wholesaler distribution. Our wholesaler gives us 
valuable personal service. Nobody sells our customers direct 
under this Armstrong fair-play system of distribution.” 
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Lu-Re-Co Association To Sell 


Aluminum to Dealers 


The Lumber Dealers Research Coun- 
cil Service Association signed a con- 
tract on March 30 to sell Reynolds alu- 
minum products to its dealer members. 

Reynolds and its manufacturing cus- 
tomers will supply aluminum products 
to the Lu-Re-Co association and will 
cooperate with Lu-Re-Co in the re- 
search, development and promotion of 


new aluminum products. 

The Lu-Re-Co association is appar- 
ently acting as national distributor for 
the aluminum products to its members. 
Details on warehousing plans, if any, 
were not disclosed. However, Clarence 
Thompson, president of the service as- 
sociation, said that the group will “mar- 
ket, advertise and promote the alumi- 
num products to member dealers.” 





THIS IS 


PICKERING 


HOUSE... 


. . « Built 100% of Pickering lumber. And you, Mr. Dealer, in 
your community also can sell all-Pickering Wood Houses. 


Pickering lumber assures you and your 
customers good value for their money. There 
is no finer lumber than Pickering ‘‘Gold 


Medal" Pine. 


Why not use Pickering quality as a sales 
appeal in developing new home business in 
your sales area? 


i 


1 
a 


SUGAR PINE *© PONDEROSA PINE 


WHITE FIR © INCENSE CEDAR 


Ask us to send you the Pickering Lumber Brochure. We 
shall appreciate the opportunity to serve you. 


LUMBER CORPORATION 


Standard, California (Near Sonora, Calif.) 


MILLS: Pickering Lbr. Corp. 
West Side Lbr. Co. Div. 
Telephones: Sonora Je 2-714) 
Tuolumne WA 8-4213 
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Standard, Calif 
Tuolumne, Calif. 


TWX: Sonora 116-U 


© 





It is the first move into marketing of 
products by the Lu-Re-Co group, al- 
though an attempt was made to market 
kitchen components several years ago. 
The kitchen plan did not materialize. 

“As a result of this move, Lu-Re-Co 
dealers, all of whom are engaged in the 
fabrication of building components or 
completed homes, will be competitive 
with other segments of the building in- 
dustry in use of aluminum,” said 
Thompson, who is president of Thomp- 
son Lumber Co., Champaign, Ill. 

Thompson’s remark about “other 
segments” refers to National Homes, 
major prefabricator which successfully 
launched an aluminum-clad home last 
fall. 

Any lumber dealer can become a Lu- 
Re-Co dealer. Thompson disclosed that 
more than 60 have become Lu-Re-Co 
dealers since the first of the year and 
that there are now more than 1,400 in 
the U. S. and Canada. 

Products to be marketed by the Lu- 
Re-Co association will include Rey- 
nolds aluminum roof shingles, now 
available in a range of baked-enamel 
colors; aluminum windows; rain-carry- 
ing equipment; soffit, facia materials; 
foil insulation; corrugated farm roof- 
ing; ductwork; nails; accessories and 
other items. 


Items not manufactured by Reynolds, 
but included in the line, are aluminum 
residential siding, hardware, louvers 
and vents, lighting fixtures and other 
products. 


All of the products will carry the 
Lu-Re-Co Service Association “Design- 
Approved, Job-Tested Product” seal. 


David P. Reynolds, executive vice- 
president of Reynolds Metals Co., who 
represented his firm in the negotiations, 
said the move “will enable the lumber 
dealers to reap the benefits of the grow- 
ing demand for aluminum products 
sparked by wide-scale developmental 
and promotional efforts by the alumi- 
num industry.” 


The marketing move by Lu-Re-Co 
comes seven months after publication 
of “The Challenge of Aluminum” by 
American Lumberman last September, 
in which the growth of aluminum sales 
by one-stop lumberyards was docu- 
mented and projected for the first time 
in a single publication. 


Most building materials §manufac- 
turers have set up policies within the 
past few years to sell prefabricators on 
a direct basis. This was revealed in a 
series of American Lumberman articles 
on changing patterns of distribution, 
published last year. Reynold’s recogni- 
tion of the Lu-Re-Co Service Associa- 
tion as agent for its local fabricator 
members puts the individual lumber- 
yard on a equal basis for the first time 
with all prefabricators in buying alu- 
minum products. 


For more data, write Raymon Har- 
rell, secretary, Lu-Re-Co Service As- 
sociation, Suite 302, Ring Building, 
18th and M Streets, N.W., Washing- 
ton 6, D. C. 
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Sun Valley Aluminum Sliding Glass Doors 
a FULL COLOR BEAUTY 

















oS “Decorator Series” Available 
G ; ‘ 
eo 6 in Both Senior Door and 


Imperial Weatherwall 


New Sun Valley Color Process — 
Durable, Chip-Resistant and Color Fast; 
Not Paint, Enamel or Anodizing 





bun Valley 1959 








DECORATOR COLORS ARE DESIGNED FOR EVERY USE 


For residential, commercial and institutional applications, 
Sun Valley makes the use of color as practical as it is appeal- 
ing to the eye. Aluminum sliding glass doors add real value 
wherever used. Now, with Sun Valley offering a choice of 
ten durable decorator colors, this value is multiplied far in 
excess of its cost. 


DECORATOR COLORS ARE ORIGINAL 


Colors for Sun Valley’s two new 
decorator series have been created by 
Virginia Woodbridge, member N.S.- 
I.D., authoress and lecturer on interior 
decoration. She has chosen a selection 
that will blend with or accent any color 
scheme... interior and exterior. 





Sun Valley colors are a new process not paint—not en- 
amel—not anodizing, but a color impregnated resin with high 
thermoplastic properties. 


Sun Valley colors can take it. Temperature and impact 
tests, dramatically exceeding normal conditions, have virtu- 
ally no effect on the fine finish. 


Sun Valley colors have withstood 500 hours of the gruel- 
ing Weatherometer test which alternately simulates tropical 
heat and violent storm conditions, proving outdoor durability 
of the highest order. 


Sun Valley colors have been subjected to a 2,000 hour 
salt spray test with absolutely no harmful effect. 


Sun Valley colors are chip-resistant. Far superior to any 
paint or enamel. 


Sun Valley colors are durable. They resist the effects of 
detergents and cleaning compounds two to five times longer 
than regular painted surfaces. 


Sun Valley colors never vary from one production run to 
another. 


Sun Valley aluminum doors can be repainted any time a 
color scheme is changed. The fine base provided by the orig- 
inal coating assures an effective bond every time. 


NATIONWIDE FACILITIES ASSURE BETTER SERVICE 


Warehouse-depots are strategically 
located in Seattle, Chicago, Atlanta, 
Dallas and New Jersey, assuring on- 
time deliveries. 

x A full time Sun Valley factory repre- 
sentative, qualified to give complete 
service, is assigned to each area. 


HEADQUARTERS 
Sun Valley, California 8354 San Fernando Road 
Chicago, Illinois 4528 West 51st Street 


FOR FURTHER INFORMATION CONTACT EITHER HEADQUARTERS LOCATION 








I | 
Sun Valley ouor sPEciFicaTi 


| | Dover White SV 600-01 


Tahiti Yellow SV 600-02 
Sea Isle Green... .SV 600-03 
Bahama Blue SV 600-04 
Monaco Pink SV 600-05 
South Sea Coral. .SV 600-0 

Sahara Beige ....SV 600-07 
Jamaica Brown ...SV 600-08 
Manhattan Black . .SV 600-09 


Buckingham Gold .SV 600-10 





Massachusetts Dealer Cleared 
Of Unfair Labor Practices 


A letter about Teamster Union 
leadership by dealer Edmund A. Roy 
to his 50 employes at Roy Lumber Co., 
Chicopee, Mass., has been ruled “non- 
coercive in character” by the State 
Labor Relations Committee. 

Roy was cleared of unfair labor 
practices to discourage membership in 
Local 108, Teamsters Union. 

His statements were officially ruled 
as “obvious propaganda, clearly recog- 
nizable as such by employes free and 
competent to evaluate it,” and the state- 
ments “could not prevent the exercise 
of a free choice by the employes in the 
election of a bargaining representa- 
tive.” 

In part, Roy wrote: “This letter 
speaks for a number of loyal, honest 
and decent people who have joined the 
Teamsters Union and I am the first to 
agree that a large number of its mem- 
bers are like you—honest, loyal and 
decent. Whether that statement applies 
to the leaders of the Teamsters Union 
is a horse of a different color; whether 
that horse is in Portland, Oreg. or 
Chicopee, Mass. 

“You are, of course, aware that Mr. 
Frank Brewster, vice-president of the 
Teamsters Union, admitted that union 
funds were used for horses and jockeys; 
that James Hoffa, another vice-presi- 
dent, has been arrested on charges of 
bribing a Senate Committee; and that 
Dave Beck is wanted by that commit- 
tee to testity on the use of Teamsters 
union funds for racketeering and for 
personal expenses 

“Make no mistake and let no one 
tell you otherwise—the union which 
seeks to represent you is Local 108 of 
the Teamsters Union—whose president 
is Dave Beck and vice-president is 
Jimmy Hoffa. Steer clear of those boys 
and vote ‘No’ on your ballot.” 

The voting took place on March 19, 
1957. Employes rejected Local 108 as 
bargaining agent. Then the Union 
charged the dealer with unfair labor 
practices. Clearance on the charge was 
handed down only a few months ago. 

Secondary boycott. The Roy Lum- 
ber Co. also was involved in a Union 
tangle in 1957 when the J. G. Roy & 
Sons Co., Springfield, Mass., a con- 
struction company, charged the United 
Brotherhood of Carpenters and Joiners 
of America with unfair labor practices 
by calling its members to strike a 
Chicopee housing project built by J. G. 
Roy & Sons Co. because lumber came 
from the non-union J. G. Roy Lumber 
Co. 

The NLRB at the time dismissed 
the complaint against the union on 
grounds that the J. G. Roy & Sons Co. 
and the J. G. Roy Lumber Co. were 
allies and therefore the conduct of the 
union did not constitute a so-called 
Secondary Boycott. 

The decision was appealed and the 
U. S. Circuit Court of Appeals recent- 
ly held that the original decision was 


in error and the Union did engage in 
a secondary boycott. 

It was pointed out that the object of 
the Union in refusing to work on non- 
union lumber was to force Roy Lum- 
ber Co. to recognize the Union as bar- 
gaining representative for its employes. 
But in fact the Union did not attempt 
to organize the employes directly, but 
rather sought recognition directly from 


the employer. 

Upon the basis of the Court’s find- 
ings, the NLRB reversed its original 
decision. 

NLRB said that neither a “hot 
cargo” clause or the so-called “ally” 
doctrine is a defense for making the 
employes of J. G. Roy & Sons Co. 
strike, forcing the Roy Lumber Co. to 
cease doing business or to bargain with 
the Union as representative of its em- 
bloyes when, in fact, the lumber com- 
pany was not certified to bargain for 
its employes under the National Labor 
Relations Art. 





NEW 
LEIGH 


with exclusive 


TRAVERSE 
ROD 


respectively. 


1859 Lee Street 


tg 
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DESIGNED TO BREAK ALL SALES RECORDS 


a 


STEEL 
FOLDING 
DOORS 


They can never come out of alignment because Leigh 
has replaced the troublesome top track with a fail-proof 
traverse rod! Door panels glide with unvarying accu- 
racy — even in out-of-square openings. 

They are super-easy to install because the traverse 
rod assembly requires only six screws and all pivots and 
guides are factory installed in the panels. One man, 
working alone, installed a set of new Leigh Full-Vu 
doors in 18 minutes in laboratory time studies. The two 
other popular brands tested required 30 and 40 minutes 


You'll sell them like never before because your builder 
customers will be quick to recognize their advantages 
... the unprecedented time and money-saving benefits 
of folding doors with no “top track troubles”. See them 
at vour jobber’s or write for free literature. 


*Patent Pending 


tech BUILDING PRODUCTS 


Division of Air Control Products, Inc. 


Coopersville, Michigan 


In Canada: LEIGH METAL PRODUCTS LTD., 72 York St., London, Ontario 


BUILDING PRODUCTS 
a ee ee ee 
Closet Accessories Full-Vu Bi-fold Doors 
Outdoor Accessories Ventilators 
Ventilating Fans Range Hoods 

Folding & Sliding Door Hardware 
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NOW! CERTIFIED PROOF-FORD TRUCKS COST LESS... 


"59 Ford Trucks Win 
— average 25.2% 

















’*59 Ford pickups running one of the 
Economy Showdown courses set up by 
the research engineers. Like all the new 
’59 pickups tested, these are regular 
stock models with a standard six-cylinder 
engine, 3-speed transmission and stand- 
ard rear axle ratio. 


All tests 
conducted and results 


CERTIFIED 


by America’s foremost 
independent automotive 
research organization* 
*NAME AVAILABLE ON REQUEST. 
Send inquiry to: P.O. Box 2687 


Ford Division, Ford Motor Company 
Detroit 31, Michigan 


e Biggest comparison tests of truck gas mileage ever 
conducted by an independent research firm! 


e Pickup models of all six makes tested in all kinds of driving! 
@ Both new and used trucks tested—534 units all told! 


The difference between the right truck 
and the wrong truck can cost you hun- 
dreds of gallons of gas the first year 
alone! 

A pretty startling figure? It’s just one 
of many findings from the most far- 
reaching tests of truck fuel economy 
ever made. 

These tests dug out the actual facts 
on gas mileage the only way they could 
be gotten—every truck pitted against its 
brother in an Economy Showdown. 

To keep the tests fair and impartial, 
Ford Motor Company went to America’s 
leading independent automotive testing 
firm. The project was outlined, the funds 
provided, and the Economy Showdown 
became solely the research organiza- 
tion’s baby. 


FIRST TESTS—NEW ‘59 TRUCKS 


Standard six-cylinder models of the six 
leading half-ton pickups first were put 
through exhaustive road trials. All ’59 
trucks — Ford and competitive — were 
bought from dealers, just as you would 
buy them. After at least 600 miles break- 
in, all were brought up to manufacturer’s 
recommended specifications. 

The trucks were then tested at con- 
stant speeds of 30, 45 and 60 miles an 
hour. Next came stop-and-go tests, 
ranging from moderate city traffic to 
normal retail delivery operation. Accel- 
eration rates were carefully timed in 
each gear to insure accurate results for 
all makes. Here are the results—certified 
by America’s foremost independent 
automotive research organization. 
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Economy Showdown USA 
better gas mileage! 


CERTIFIED SHOWDOWN RESULTS 
The ’59 Ford Sixes, in every test, aver- HOW NEW ’59 SIXES RATE IN GAS MILEAGE 


aged moré miles per gallon than every 
other make! 


Combining all tests, the 59 Fords led 25.2% | 31.1% 9.6% | 42.6% | 22.0% | 25.2% 


the average of all other *59 pickups by "59 FORD more miles more miles more miles more miles more miles more miles 
95.2% S$ per gallon per gallon per gallon per gallon per gallon per gallon 
pote o'- teg ‘ IXES GIVE than Make than Make than Make than Make than Moke than the 
To put it another way, for every 1,000 ae i “G" “Dp” age average of 
miles driven, the 59 Fords gave an extra of makes 
252 miles gas free. 
For the typical truck owner driving IN ONE YEAR| 129 160 49 219 113 129 
10,000 miles annually, this would amount (10,000 miles) 
to a saving of 129 gallons of gas the first FORD SAVES 
year alone. 











gallons gallons gallons gallons gallons gallons 
of gas of gas of gas of gas of gas of gas 





























WHAT'S THE SECRET? 


How can a 59 Ford Six make four gallons 


do the work of five in other trucks? HOW GAS MILEAGE DROPS FOR OLDER TRUCKS 


First, of all pickup Sixes, only Ford has 
modern Short Stroke design. This new 





Everybody knows that gas mileage falls '59 FORD GAS MILEAGE BETTER BY 
off as a truck gets older. But how fast, party 





i eae 


. ic asics ¢ i 4 r, J fr, 4 r, 4 
type of engine is basically far more effi how far? 499 pickups were tested. In |25.6% ; 124.6%! 15.2%! 


psi than the ree re oe . — these tests, the 59 Fords were tested 

pic alan which were born before without henek-tn. 

World War II! . ; As you can see, gas economy tends 
Second, to this modern engine Ford to drop sharply somewhere between the 9- to 

has added a new economy carburetor. By second and fourth years . . . levels off “aes 

: na after six years. Had the new ’59 Ford 11-year! | 8-year Yy 

metering fuel more precisely in both low- after six years. Had the new 59 Fords old 

and high-speed ranges, Ford’s new car- been broken in (as all 1959 trucks were old old old 

buretor boosts gas mileage in every type in the tests above), they would have 

of driving. And it’s standard at no extra achieved a much greater advantage. 


cost. 


---—+ 


Lesennenctal 1- and 
3- to 








2-year 


trucks trucks trucks trucks 



































WHAT SPEED GIVES BEST ECONOMY? 
Economy as gyi tests ger that, HOW DIFFERENT KINDS OF DRIVING 
with any make truck, actual miles-per- of 
gallon depend upon the kind of driving 100% AFFECT GAS MILEAGE 
you do. In normal retail delivery oper- 80% Here is how gas economy in various Showdown tests compared 
ation, for example, gas mileage drops to with economy at 30 mph—the point of maximum mileage. 
less than half that obtained at a steady 30 30 68% 
miles per hour. MPH 45 63% 

High speeds are hard on economy, too. 48% 
At 60 mph, it takes 16 gallons to go the STEADY MPH NORMAL 60 
same distance that 10 gallons will take SPEED STEADY city NORMAL 
you at 30 mph. RETAIL 

You can’t always tailor your driving to SPEED TRAFFIC DELIVERY 
get absolutely maximum economy, of 
course. But of this you can be sure. No 
matter where or how you drive, no other 
leading truck will give sb the gas savings 
of Ford’s modern combination: Short 2 
Stroke Six plus new economy carburetor. Go FORD-WARD for savings 
Economy Showdown USA proved it! 

Your Ford Dealer now has the full re- FORD TRUCKS COST LES 
port of Economy Showdown USA. Why 
not call him today and get the whole story 
firsthand? LESS TO OWN ... LESS TO RUN... LAST LONGER, TOO! 
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Kitchens Division Opened 
By Ypsilanti Lumberyard 

A full-fledged kitchen division was 
launched this month by the Moorman 
Lumber & Supply Co., Ypsilanti, 
Mich., headed by Richard J. Feight. 

George Moorman, SJr., president of 
the 57-year-old lumber company, said 
that the new division will design and 
install kitchens and will assist custom- 
ers with time payment financing. 

Brand names featured will include 
Tappan and Hotpoint ovens and ranges, 
Revco built-in refrigerators, range 
hoods by Vent-a-Hood, Armstrong 


floor coverings, Nevamar and Kitchen 
Maid cabinets, Waste King disposers, 
Kitchen Aid and Hotpoint dishwashers, 
Formica and Micarta countertops and 
Carlton stainless steel sinks. 


Chicopee to Owens-Corning 

Owens-Corning Fiberglas Co., Tole- 
do, is taking over sales of Chicopee 
plastic screening. 

Chicopee Mills will be exclusive 
weaver for Owens-Corning. Sales will 
be handled through the Owens-Corn- 
ing Residential Building Products Di- 
vision. 


THIS.STAMP MEANS... 
WOOD WITHOUT PROBLEMS! 


WOODLIFE, world’s original water-repellent pre- 
servative, penetrates any species of wood with a blend 
of chemical preservatives carefully developed over three 
decades. WOODLIFE protects against 


i“ Moisture 


7 Decay 


j~ Termites 


These natural enemies of wood are stopped before 
they begin. Warping, checking, splitting, grain-raising, 
surface-checking, stain, decay and discoloration are no 


longer problems. 


That’s why so much of the millwork, flooring, siding 
and roof-decking now used is already treated with 


WOODLIFE! 


WOODLIFE FOR THE JOBSITE, TOO! 


WOODLIFE on the jobsite to protect 
freshly-cut ends of treated wood — re- 
stores old wood surfaces for paintability 
on moderization jobs — protects any 
stored or erected wood against weather 


damage. 


Made by the manufacturers of P.A.R. — THE water-repellent finish. 


PROTECTION PRODUCTS MANUFACTURING COMPANY 


k 
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DFPA To Market Plywood 
Construction Components 

A new subsidiary corporation, Ply- 
wood Fabricators Service Inc., has been 
organized at Tacoma, Wash., by the 
Douglas Fir Plywood Association to 
market plywood construction compo- 
nents through independent fabricators. 

W. D. Page, formerly DFPA 
regional manager in Chicago, is ex- 
ecutive vice-president of the subsidiary. 
First markets being served are Chica- 
go, St. Louis, New York and Boston. 


HIC Contest Winner 


A Brooklyn housewife was awarded 
25,000 one-dollar bills as grand prize 
in last year’s ““How’s Your Home” con- 
test sponsored by the Home Improve- 
ment Council. The award was made 
early this month in New York City. 

There are a total of 1,003 prize win- 
ners, according to Don Moore of HIC. 


* The J. B. Russell Lumber Co., At- 
chison, Kan., announces the appoint- 
ment of Albert Stout as manager and 
Francis “Bud” Carrigan as assistant 
manager. 


¢ The formation of a new fir lumber 
production and sales organization is 
reported by Simpson Redwood Co., 
Arcata, Calif. Haley Bertain as the 
newly-appointed fir lumber manager 
will have responsibility for all the 
firm’s fir lumber production and fir 
lumber sales. LeRoy C. McCor- 
mick is the new redwood sales man- 
ager for Simpson. He will be respon- 
sible for all of the firm’s redwood 
sales, both domestic and foreign. 


¢ President Herbert B. Cooper, Sr., 
H. B. Cooper Lumber Co., Portland, 
Ore., has been elected to the board of 
directors of Oregon Mutual Savings 
Bank in Portland. 


¢ John W. Brown. senior vice-presi- 
dent, National Gypsum Co., Buffalo, 
N. Y., was elected president of the 
Asbestos-Cement Products Assn. re- 
cently at the group’s 22nd annual 
meeting in New York City. 


¢ The appointment of Mortimer J. 
Roth as assistant to merchandising 
manager Mike Grossman, L. Gross- 
man Sons, Quincy, Mass., is an- 
nounced by the New England building 
materials firm. 


* The appointment of John B. St. John 
as general sales manager, Dexter Lock 
Div., is announced by Lou M. Dexter, 
president of Dexter Industries. Inc., 
Grand Rapids, Mich. Prior to joining 
Dexter, St. John was sales manager 
and salesman for Kwikset Sales and 
Service Co. for 51% years. 
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SMARTLY-STYLED ‘‘LUMBER MART” under construction near 
Dayton, Ohio, will be aimed at volume lumber buyer, in- 
cluding tract builders, contractors and farm corporations. 
Quality materials will be featured on cash-and-carry basis. 


Cash-and-Carry Yard for 
Tract Builders, Farmers 


One of the oldest and most respected conventional lum- 
beryard companies in Dayton, Ohio, is jumping into the 
cash-and-carry business with a dramatic new 40,000 square 
foot yard, illustrated above. 

The F. A. Requarth Company’s new Lumber Mart, lo- 
cated in suburban Kettering, is planned to pull trade from 
all southeastern Ohio counties and from Indiana. It will be 
entirely separate from the main Requarth yard in Dayton, 
one of the major yards in that city, with over $1 million 
annual volume. 

James Halterman, newly-appointed manager for the Lum- 
ber Mart, has had over 20 years experience in the lumber 
industry. He comes to the Lumber Mart from the Wickes 
Corp., nationally-known cash-and-carry chain. 

Promotion will be directed to tract builders, contractors, 
industrials and to farm business. Special direct-mail promo- 
tion will be aimed at the large industrialized farm organiza- 
tions in the area. Do-it-yourself trade is expected to be only 
a small part of the total volume. 

The yard will be fully mechanized. Customers will drive 
their own trucks to the large steel-span warehouses, where 
lift trucks will load the trucks in a minimum of time. 

An unusual feature will be a huge tally board in the sales 
office, where lumber prices will be posted daily. 

Current plans call for a leased truck rental firm to be 
located in the Lumber Mart, which customers can use for 
self-delivery. All listed prices will be on a cash-and-carry 
basis. 

Hipple, Irelan & Kinzer Inc., of Kettering, has been ap- 
pointed advertising agency. Ad campaigns will be directed to 
the entire southwestern Ohio area, also parts of Indiana and 
Kentucky. 

The Lumber Mart will be located in the suburban town 
of Kettering, not on an open highway as are many of the 
large cash-and-carry yards. This will make it convenient for 
Dayton’s large tract builders. 

Earl Requarth is president of the Lumber Mart and 
Messrs. Harold and Harvey Requarth, Sr., are vice-presi- 
— Target date for opening of the unique yard is August 

Ve 





New Florida Cash-&-Carry 

Sav-On-Cash Builders Supply, under the management of 
Glenn Johnson, has opened in Haines City, Fla., in the 
Haines City Terminals on Highway 17-92 North. 

The new one-stop business handles a complete line of 
builders hardware as well as paints and painting equipment, 
lumber, concrete block and cement, and other building 
materials. 


Lumber Dealers Start New Trend 
of ‘‘Modernization Model Homes” 


The one-stop lumberyard is the most logical business to 
sponsor model home promotions for remodeling houses, ac- 
cording to LIFE Magazine. The merchandising division of 
LIFE has helped several lumber retailers in a coordinated 
modernization model home program, which will be first 
reported in your April 27 issue of American Lumberman. 
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ELMER'S LINE OF GLUES 


in attention-getting, me 
newly designed packages 


that sell on sight. 




















YOU INCREASE SALES 
WHEN THEY'RE 


in the space-saving counter 
and floor model racks, 
provided free of charge. 














TO HELP YOUR 
CUSTOMERS YOU'RE 














with eye-catching sales aids 
—colorful glue charts, 
free gluing guides. 




















TO PRESELL YOUR 
CUSTOMERS, YOU'RE 


by ads in top consumer 
magazines that build demand 
for the complete Elmer line. 


For details, see your supplier or write: 
The Borden Company, 350 Madison Ave., New York 17, N.Y. 


Bordens Products FOR THE HOME HANDYMAN 
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Bob Congleton, Congleton Lumber Co., watches men pre- 
cut lumber for trucking to home site. He says, “‘Andersen 
Strutwalls and pre-cut parts enabled us to switch Fister- 
Seeberger from prefab construction and aluminum windows,” 


nial ne coe 











Comes assembied! Andersen Window, load-bear- 
ing side struts, jack studs, other members are precision 
nailed and glued at the factory. This provides remarkable 
strength. Cuts normal window installation two thirds. 


TRADEMARK ANDERSEN CORPORATION 











helos dealer switch big 


builder from prefabs, put extra 


profit in builders pocket 


Who says you can’t compete against prefabs? For 
several years, Fister-Seeberger Homes, Inc., Lexington, 
Ky., had been using prefab construction with aluminum 
windows for its $10,500 to $15,000 homes. But after 
several months of selling, Congleton Lumber Co., 
Lexington, got the builder to try pre-cut parts and new 
Andersen Strutwalls in his last 35 homes. Result? Fister- 
Seeberger reports an extra profit on these homes. It 
credits a good share of this amount to new Andersen 
Strutwall components. 

That’s because new Andersen Strutwalls cut normal 
window installation two thirds—from around 22 steps 








to 7. They come with the Andersen Window and fram- 
ing members already assembled. The new Strutwall is 
more profitable for you, too. 

You make more per sale because you’re supplying a 
larger part of the house. And builders everywhere report 
new Andersen Strutwalls deliver a good saving in total 
installed costs even when compared to cheap conven- 
tional windows. Ever have a better sales/ profit picture? 
Get complete details by phoning your Andersen Dis- 
tributor or write: Andersen Corporation, Bayport, 
Minn. Andersen Windows are sold through dealers 
only throughout the U.S. and Canada. 


ang 
iM 
ae 


Photograph courtesy Lexington Herald-Leader 


More beautiful, more trouble-free! Handsome wood sash and 
frames of Andersen Strutwalls add character, natural warmth and 
beauty to Fister-Seeberger homes. Because the Strutwall is one pre- 
cision-made component, it provides strongest, tightest, most trouble- 
free joining of window and wall. 


Saves time, boosts your profits! To install Strutwall, Fister- 
Seeberger workmen simply cut two load-bearing side struts to fit 
header. Nail in place. Tilt up with wall. You make more money per 
unit because you’ re selling a larger part of the house. Also, because you 
simplify stock and accounting procedure. 


Andersen \Windowalls 


TRADEMARK OF ANDERSEN CORPORATION 


ANDERSEN CORPORATION + BAYPORT, MINNESOTA 
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This is something 
really TERRIFIC in 
Hand Hacksaw 
Blades. A 12-in. 
Double Edge 
Blade that han- 
dies all types 

of metal cut- 
ting. Home 
owners and 
mechanics 

will both 

go for 

this 


Blades 
individually 
Carded 


18 teeth 
on one edge 


24 teeth 
on other edge 


G. W. GRIFFIN COMPANY 
Franklin, New Hampshire 


Sales Representatives 
John H. Graham & Co. Inc. 
105 Duane Street, New York 8, N. Y. 
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Excessive Expansion In 
The Cement Industry 


The nation’s cement industry will 
have excess producing capacity of 
nearly 65 million barrels in 1962, or 
the “equivalent of 26 idle cement 
plants of average size,” according to 
W. A. Wecker, president of the Mar- 
quette Cement Manufacturing Co., 
Chicago. 

This future excess capacity had no 
bearing on Marquette’s 1958 prosper- 
ity. Earnings of Marquette stockhold- 
ers after preferred dividends amounted 
to $3.26 per share in 1958, compared 
to $2.71 in 1957. 

Price will be firm for 1959. For 
deliveries in 1960 under specific work 
contracts, prices will not increase 
more than 15%, Wecker said. 


More Gypsum Coming 

Illinois’ first gypsum products plant 
is nearing completion at Waukegan 
for National Gypsum Co. The highly 
automated plant will supply enough 
gypsum wallboard, lath, sheathing and 
plasters annually to take care of 50,- 
000 homes in Chicago and Milwaukee 
areas, according to National. 

Another gypsum development was 
announced from the United States 
Gypsum’s plant at Gelena, Tex., where 
a %” Sheetrock was introduced. 

The new thickness is designed for 
the quality housing market, USG said. 

USG also announced a new paint 
plant to be built in Atlanta, Ga. 


Handy Literature 

How to keep sales literature neat, 
yet available, is a problem for most 
lumber dealers. Houston’s Stahlman 
Lumber Co., which recently remod- 
eled its stores and offices, has provid- 
ed orderly bins covered by a counter- 
long stretch of plate glass. The coun- 
ter slants to avoid dirty foot prints on 
the paneling. 





Women Prefer a Mixture 
Of Wood and Masonry 

Almost two-fifths of the delegates 
who recently attended McCall’s sec- 
ond annual “Congress on Better Liv- 
ing” in Washington, D.C., preferred a 
combination of wood and masonry 
for their home exteriors. 

One-fourth chose brick; one-sixth 
chose stone and the same number pre- 
ferred wood, principally redwood or 
cypress. 





Does Your GAS BUILT-IN LINE 
Still Have An Old Fashioned 
EXPOSED VENT? 





TENNESSEE STOVE 


Then Investigate the NEW 


Medowe /Natd 


GAS OVEN with CONCEALED VENTING 
and BIG 18° WIDE OVEN 

MODERN MAID is also the only 

line with a complete assortment 

of Super-thin RANGE TOPS that allow 
DRAWER SPACE UNDERNEATH 


Write today 
for specifications 
and descriptive 

literature 4 





WORKS 


CHATTANOOGA 1, TENNESSEE 
Circle No. 27 on Handy Cover Card 
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Grow with the growth of 


ALUNMINU WM 


ALUMINUM 
building: products 





tige metal of the ing nn Industry offers you 
increased « aluminum building products. 
ers, cor ‘ares. once e owners, are all aware 
aluminum. 


mich OIS wire & ALUMINUM CO., Davenport, tows 


World's Largest Manufacturer of Aluminum Nails 





nichols 
NEVER-STAIN 
ALUMINUM 


~“tetun [OQ 0 fl I i g 


with tuese BI Extra Features 


THAT MAKE YOUR SALES 


Easier, Faster, More Profitable... 





NICHOLS WIRE & ALUMINUM CO. 
1725 Rockingham Road, Davenport, lowa 


Yes, | am interested in "Lap-Drain" Aluminum Roofing. Please send a 
merchandising kit to: 


TORE NAME 


ADDRESS 





DEVELOPMENTS 
to watch . 


American Lumberman, April 13, 1959 


TIMETABLE FOR THE HOUSING BILL has been set back until late April. Once the House 
has passed their version of the Bill, it will require another week or two for 
joint approval by the Senate and House. 

The new bill should be on the President's desk about May 10 for either 
approval or a veto. We still anticipate a veto unless Congress modifies 
substantially certain money give-aways in the bill. Eisenhower, however, 
wants expanded FHA authority and a 5% to 54% GI interest rate authorized 
by the pending bill. 


GROWING APPLICATION BACKLOG caught even old-timers by surprise. In the first 
two weeks in March, the agency received 20,000 applications for commitments 
on Sec. 203 housing. Normally such volume takes place in early May. 

The volume is two months ahead of last year with every indication the trend 
will continue. 

Field office backlogs are serious. Of FHA's 75 offices, 32 had backlogs of 
three weeks or more for the weeks ending March 13. Eight had a minimum 

of five weeks. 

FHA has already reached its manpower ceiling in field offices for the balance 
of this year and for the 1960 fiscal year. Overtime funds are very limited. 


BUILDERS MUST LIVE with jammed conditions in most FHA offices. At meetings already 
held at field offices, builders are being urged to take extreme care with 
their submissions to reduce processing delays and re-works. 

Other suggestions include wider use of the master commitment plan and alter- 
nate procedures. They also urge no change in plans until the time of 
conversion. 

Both builders and dealers can help by securing more fee appraisers to 
appraise existing houses relieving FHA staffs for work on planned new 
construction. 


THE CERTIFIED AGENCY PROGRAM will not be delayed by these problems at FHA. 
A streamlined plan only waits for increased mortgage authority from Congress. 
Designed to ease the mortgage pinch in cities under 15,000 population, the 
program will be enlarged to cover cities of 20,000 or less in all states but 
Alaska and Hawaii. 
Under the CAP arrangement, FHA appoints authorized agents who process FHA 
applications with the help of fee appraisers and inspectors. Processing time 
is ie pinnae reduced and loans are granted by people really knowing local 
conditions. 


THE PUBLIC PLANS TO BUY MORE HOMES, according to both the Federal Reserve Board 
and the latest report from the University of Michigan. 
The Fed talks about a “substantial” rise in home buying planning stating that 
in 1958 it was 7.5%, but was now 9.3% of the population. The figure for the 
year is the same as 1955 and 1956. Nearly one-fourth planned some home im- 
provements or maintenance in 1959. The average planned expenditure was $360. 
Michigan's Survey Research Center took their sampling in January and 
February, 1959, and they found “plans to buy have risen sharply since October 
and now are greater than early 1958 as well as 1957. The University's 
findings also agreed with Federal Reserve Research on a boom in home improve- 
ment and repair expenditures. 


MASONITE HAS BEGUN SELLING floor-to-ceiling doors on the west coast with a hard- 
hitting ad and promotion campaign. Originally used in the NAHB Research 
house at Knoxville, the big doors have captivated builders, may point a trend. 
Application costs are less and builders point out that the use of such a 
door eliminates a favorite trouble spot for cracking in a new house. There 
are other advantages: they look good in small rooms, better air circula- 
tion, etc. 
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what's the PRICEP 


Higher prices to contractors are reported by dealers in 
some, but not all, regions of the country in western lumber 
and fir plywood. Prices seemed fairly stable in other regions, 
notably in the north Atlantic, south Atlantic, east south cen- 
tral and west north central zones (zones 2, 3, 5 and 6). 

Lower prices are reported by many dealers on some spe- 
cialty items, which have been priced high during the winter 
and now are coming down to a more realistic price as de- 
mand for them develops. 

A special report received at presstime from St. Louis 
reveals spotty business there among the lumberyards, The 
big yards report having so much business they can’t keep 
up with it, while the smaller, neighborhood-type yards are 
not conscious of any excessive demand and are going on 
about “as usual”. One large volume dealer said he felt the 
— products he’s offering has something to do with boosted 
Sales. 


Current Retail Price Levels 


(Prices at retail to typical one-house contractor customer, not including discounts to volume accounts or cash buyers. These price level figures 
are averages of the prices reported for this period. They do not necessarily show a trend from the last issue.) s 
Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8 Zone 
North Middie Sovth East North East South West North West South Mountain Pacific 
LUMBER Atlantic Atlantic Atlantic Central Central Central Central 
Douglas fir: ; 
Dimension: Std. & Btr. green R/L 2x4 $128 $140 $120 $135 $125 $130 $108 
Std. & Bir. dry R/L 2x4 aka $140 lal ae $145 $130 $140 — 
. & Btr. green R/L 2x10 $128 $140 $127 $135 $140 $130 $115 
. & Brr. ) 2x10 R/L pane $145 iets $145 $148 $140 — 
Boards: . & Bir. green R/L 1x6 ond 1x8 $120 $140 ite $125 $132 $135 $110 
West Coast Hemlock, White Fir: 
Dimension: Std. & Btr. dry R/L 2x4 0 $135 —— $135 $120 $ 95 
Std. & Btr. dry R/L 2x10 5 $135 on $140 $120 $115 
Boards: Std. & Btr. dry R/L 1x6 and 1x8 petit: $160 iis $132 1 $176 $ 85 
Western Pines: 
Boards: No. 2 & Bir. dry 1x8 R/L $45 
shiplap ig xf $260 $175 $192 $185 
Ne. 3 & Btr. dry R/L 1x8 S$4S or 
shiplop $200 $140 $135 $125 
No. 4 Bir. dry R/L 1x8 $4S er 
shiplap $160 $115 $110 $105 
Southern Pine: 
Dimension: No. 2 & Btr. dry R/L 2x4 $110 $135 
No. 2 & Btr. dry R/L 2x10 $117. $160 
Boards: No. 2 & Bir. dry R/L 1x8 $45 or 
D & M or shiplap $115 $130 
Hardwood Flooring: 
Clear ook 25/32"x2%.” $275 $300 
Select ook 25/32"x2Y," $255 $290 
Interior Softwood Paneling: 
No. 2 ponderosa pine R'W $225 $195 
No. 3 ponderosa pine R W $200 $160 
Wood Siding: 
Redwood bevel siding %/,"x8” $285 $245 
Cedor bevel siding %/,"x8” $275 $270 


Wood shingles: 
Cedar shingles 5/2 71 Bive 
Label 





PLYWOOD: 
Fir, Ve" DFPA-AD interior give 
Fir, “’&” DFPA-AD exterior glue 
Fir, ¥%” DFPA-CD sheathing interior give 
Fir, 2” DFPA-CD sheathing interior give 
Fir, %&” DFPA-CD sheathing interior give 
Birch, 1/,” A2 
Philippine mahogany, '/,” rotary cut 


MILLWORK: 
Phil. mahogany flush door 
1%"-2-6x6-8 
Birch flush door 1%”-2-6x6-8 
Deuble hung window unit 
2-4x4-6, glazed, weather- 
stripped and balanced 


BUILDING MATERIALS: 
Outside white paint, first grade 
8d common steel nails 
Mineral wool insulation, fullthick bott 
Wood fiber blanket, std thick 
Ceiling tile 12x12” 
Acoustical ceiling tile 12x12” 
” insulating building beard 
25/32” insulating - re 
4," gypsum wallboar: 
¥," gypsum sheathing $ 70 








April 13, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 








NOW! each EVANS POCKET TAPE 
comes packaged in 


ee). s\>¢ els 














(U.S. Reg.) 


PAK” 


THE GREATEST IDEA FOR PACKAGING 
AND MERCHANDISING IN YEARS! 


“ee I EXTRA 
B VALUE S 
“HOLSTER-PAK”, the greatest merchandising ad- FREE 


vancement in packaging of the decade, is the perfect HOLSTER Power-Tape ~ 
blend of product, package, promotion, and utility. This 


worth 
sturdy leatherette tape-holster clips on the belt and ” 5 fe) ¢ in HOLSTER-PAK. 


it cLiP 
keeps the tape handy on the job at all times. Your 7 


customer actually gets the holster, a 50¢ value free, and 
at no advance in the price of the tape! 

Now, all Evans pocket tapes (except Thin-Tape) 
come to you ready-packaged in this sensational form- 
fit “Holster-Pak”, each mounted on an individual peg- 
board card that can also stand by itself on the counter 
or in the window. battens: 


And to help you put “Holster-Pak” across big, Evans « POWER” 
| Sy, 











has developed a revolutionary new point-of-sale “Ferris Magi? } 
Wheel” display — the first display piece made specific- 

ally for mounting on pegboard, and to stand on the 

counter, too. It has action...it has sound... it has 

SELL! Ask your jobber about it! 


RULE CO. FACTORIES AT ELIZABETH, N. J. & MONTREAL, QUE. 
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“LINEYARDS IN ACTION” 


Lineyards Turn to Package Selling, 
Components, Land Development 


Convinced they have a fight for survival ahead, multiple- 
unit lumber companies are selling smaller yards, hiring better 
employes and trying many new merchandising ideas. 

Below are the highlights from a lineyard study just com- 
pleted by American Lumberman. Articles on individual line- 
yard companies start on page 52 of this issue and will con- 
tinue in your April 27 issue. The A.L. study covered companies 
of various sizes and in all parts of the country, representing 


672 branch yards. 


For years, lineyards have sat back 
and watched competition grow. 

Population shifts from the farm to 
city, tough new cash-and-carry’s in 
their backyards and loss of trade to 
aggressive independents were some of 
their problems. 

Lineyards today are waking up. The 
word “survival” was repeatedly used 
by lineyard management during inter- 
views with American Lumberman re- 
porters. 


Sales control. Greater control of the 
sale through selling the package in- 
stead of the piece is the basic goal of 
most lineyards today. The concept it- 
self is well known and simple. Execut- 
ing it through branch yards is not so 
simple. It is a tremendous job to con- 
vince yard managers that a new com- 
pany policy offers benefits. 

Three proven ways to control. sales 
are financing; land development and 
component fabrication. The A.L. sur- 
vey just completed shows that lineyard 
activity in these areas is widespread. 
Of lineyards surveyed (representing 
672 branch yards) the following per- 
centage are engaged in these programs: 


50 


Financing package .... 72 % 


Land development 52.1% 
Component fabrication . 40 % 


Fabrication of components such as 
wall panels and roof trusses is some- 
times done at branch yards, but the 
trend is to set up fabrication shops 
either at headquarters or at key yards 
which can supply components for 
several other branches. 


New skills needed. Lineyard man- 
agement has no illusions about locat- 
ing and training new men to buy land, 
fabricate and sell components or run 
a crew of building mechanics. Selling 
remodeling on a package basis, includ- 
ing labor, poses similar manpower 
problems. Control of building labor is 
not as easy for the lineyard as it is 
for the independent. 

Lineyard companies of great size 
now have financing, land and com- 
ponent fabrication divisions. An ex- 
ample is the Fullerton Lumber Co., 
Minneapolis, with 190 yards. The cen- 
tral office door now carries the legend: 
“Builders Finance Co., Builders Land 
Co.,” with experts in financing and 
real estate on the payroll. 


For the majority of lineyards, spe- 
cialists are out of the question. In- 
stead, the yards will offer special train- 
ing to regular employes. These men 
must double in brass—advise in real 
estate purchases, for example, in addi- 
tion to their regular duties. 


Learn from independents. Pull up 
a chair with a lineyard president and 
you quickly learn he has a keen under- 
standing of the independents’ advan- 
tages. 

Giving the lineyard branch man- 
ager the same incentives as the inde- 
pendent operator seems to be the trend. 

Pay scales for yard managers are 
going up and can be boosted further 
as controlled selling guarantees better 
profit margins. With small yards being 
closed, a lineyard can offer better jobs 
in larger towns and cities. 

Independents are saluted for pio- 
neering most of the new ideas now be- 
ing tried by lineyards. 


Close marginal yards. Lineyard man- 
agement has been closing low or no- 
profit yards at a fast clip. Largely, 
these have been very small yards in 
rural communities with a weakened 
marketing position, because of changes 
in transportation and buying practices 
of consumers. 

The typical chain of 14 yards (na- 
tional average) has sold 3.8 yards in 
the last five years. Where yards have 
been purchased, they have usually been 
in larger towns and cities. The rush 
to acquire or build yards in county 
seat towns has the drive of a gold rush, 
but is stymied by the shortage of good 
yards to buy and strong competition 
from existing yards in these desirable 
towns. 

Where independents are weak on 
merchandising, the lineyards plan to 
move in with new yards. Significantly, 
one chain told American Lumberman 
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they had six locations being considered 
for new yards. 


Spruce up stores. Since 1954, the 
nation’s chains have been renovating 
and expanding their stores. The Z 
cal lineyard of 14 yards has remodeled 
5.3 yards in the past five years. The 
remodeling program is accelerating and 
nearly half of the chains will revamp 
two to three stores this year. 

New stores are less widespread, but 
the chains, as a whole, built 2.1 brand 
new stores since 1954. 


Sales and buying. The annual sales 
of a lineyard range from $900,000 to 
$21,000,000; the average is $4.1 mil- 
lion. The typical yard did $248,300 in 
1958, but some _ individual units 
dropped to $55,000 annual sales. 

Over 60% of lineyard buying is 
done by the central office with some 
spot buying permitted by the individual 
units. About 35% of the yards do all 
the buying at the central office; the 
remaining 5% give their yards the en- 
tire buying function. 


Class of trade. Here the swing to 
non-farm customers becomes very ap- 
parent. There are exceptions, of course, 
especially where rural yards have ag- 
gressive programs to sell package farm 
buildings. The following breakdown is 
the average computed from lineyards 
surveyed by AL.: 


Contractors 

Remodeling contractors . 
Farmers 

Consumers (non-farm) .. 28.6% 


Industrial 4 %& 
Miscellaneous ......... ( 


Source of volume. This phase of the 
survey reveals the growing importance 
of home building and remodeling as 
the lineyards turn to towns and cities 
for their sales. The comment of the 
Botsford Lumber Co. (page 52) points 
up the shifting position. 


New homes 
Remodeling -.......... 21 % 
Farm buildings 1S. % 
Store trade 15.8% 
Miscellaneous 7.2% 
100 % 
Merchandising. Promotion, as_ it 
now exists, reflects the period before 
many lineyards began thinking serious- 
ly about package selling. There are 
few surprises in the rundown. 
Programs for yard sales 
meetings 82% 
Direct mail 65% 
Newspaper advertising ... 56% 
Mail consumer magazine . 43% 
Radio 41% 
Seasonal sales drives .... 21% 
Program to service stores on 
GAY, ii ee oe 16% 
Percentages are expected to change 
somewhat as more advanced merchan- 
dising takes hold. More extensive sea- 
sonal selling and store merchandising 
programs, for example, are planned. 


(Turn the page for articles on in- 
dividual lineyard companies). 














Farm-belt Chain Buys Land, Makes 
Components, Build Homes 


Faced with declining farm population, this organization places 
more emphasis on selling homes and remodeling in larger 


towns. 


The Botsford Lumber Company 
chain of 48 yards swings westward 
from headquarters at Winona, Minn. 
through southern Minnesota, northern 
Iowa and eastern South Dakota. It has 
been strictly a rural yard proposition, 
but now more attention focuses on 
home and remodeling in towns and 
small cities. 

J. L. Jeremiassen, president, knows 
his markets and there’s little guess 
work in planning at Botsford Lumber 


Co. Here’s where the volume came 
from in 1958: 

POW MUNIOS. Sikes coe s 20% 

Home remodeling 

Farm buildings 

Industrial buildings 

Maintenance and repairs .. 37% 

“Farm business is still important,” 
Jeremiassen comments. “It comes to 
44% of our total sales if you combine 
farm buildings, farm remodeling and 
maintenance and repairs. Nearly two- 


What a change! ... 100 years old 


and not a single gray hair. 


For more light for a feeling of spaciousness 


enlarge your window areas 


Adding an extra room 
increases wing space 


‘. 


steps up heme valees 








thirds of our maintenance and repair 
sales come from the farmer.” 

“When we look ahead, we must face 
the fact,” he said, “that our farmers 
spend very little with us for new homes 
or home remodeling. There is little 
demand for farm housing. At least in 
our area, the farmer seems to regard 
his farm as a production unit rather 
than as a family home.” 

With these conditions before them, 
the Botsford Co. has continued to pro- 
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REMODELING and pole barns are featured in this direct mail folder. Mailings go out four 
times a year. Both direct mail and a basic newspaper campaign are run for all yards. Addi- 
tional advertising is up to the discretion of each yard manager. 
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TYPICAL LU-RE-CO home now being offered for sale by the 
Botsford Lumber Co. A wide variety of designs were erected 


and sold. 


ROLLING LAND and curved streets characterize the Botsford 
project, which eventually will accommodate 97 homes. 


ONE of the 18 Lu-Re-Co homes built last year in the develop- 


ment and promptly sold. 


mote pole barns and other buildings to 
the farmer, plus active merchandis- 
ing of fix-up products. 

But when it comes to the promo- 
tion of new homes, most of the effort 
has been applied to the small towns, 
where the company has yards. 

Developing land and _ fabricating 
house components is still relatively 
new for Botsford. Present operations 
still might be said to be in the pilot 
state, but results so far have been ex- 
cellent and will be duplicated for other 
yards where markets and conditions 
are favorable. 

Land development. A large scale 
operation began in 1957 at Faribault, 
Minn. with an initial investment of 
$43,000. Because the lots sold grad- 
ually while developing the project, the 


CONTEMPORARY design home built by Botsford on contract. 
All lots in the project are good-sized. 


investment remained under $50,000. 
The property on rolling land and with 
curved streets will eventually plot to 
97 sites for homes. 

By the end of last year 33 lots had 
been sold and homes erected. Twelve 
of these homes were custom-built by 
the yard for owners; three lots were 
sold to a contractor, who built and 
promoted his own sales; the remaining 
18 were built for sale by Botsford. 

The firm now has only two homes 
ready for sale and two more are under 
construction. All the speculative homes 
were Lu-Re-Co designed and erected. 

Results: Botsford estimates the proj- 
ect has been directly responsible for 
about $200,000 in sales for the Fari- 
bault yard, plus many indirect bene- 
fits. 
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Lu-Re-Co results. While set up or- 
iginally for the Faribault yard, Bots- 
ford services nearby yards with Lu-Re- 
Co panels from Faribault. Panels are 
also made at Algona, lowa; additional 
yards are being considered for Lu-Re- 
Co production. Botsford has built and 
sold about 60 homes using the Lu-Re- 
Co method of construction. 

Union problems have been minor 
compared to the resistance to change 
experienced from yard managers and 
contractors. Jeremiassen feels this is a 
normal reaction, which can be solved 
by time and consistent merchandising. 

With the exception of Botsford’s 
yard at Algona, lowa, which has gone 
into contracting with its own crews, 
this lineyard works with contractors 
on both house jobs and remodeling. 
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Announcing 2 new ceiling tile by CELOTEX 
_. first name in sound conditioning! 
New Fissured... preferred 2 to 1 over other 
leading brands in a nation-wide survey! 
New Lyric... overall pattern of miniature 


“sound traps” for softly-swirled ceiling effect. 


CELOTEX 


HUSH-TONE CEILING TILE 
ee ARR TRS 


Featured in a great new 1959 National 
Advertising Campaign in leading 
magazines ue reaching all your markets! 


. .. new Suspended Ceiling Displays ... Mobiles... Pennants... Signs 
... Samples... Folders... promotional aids for your contractor customers. 


Free basic room-planning guide book, “Five Keys to Home Decorating” 
.) by famous interior decorating authority RUTH LEE. 
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New Fissured HUSH-TONE TILE 
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THE CELOTEX CORPORATION 


New LyriceHUSH-TONE TILE 





One of the beautiful rooms featured in Celotex National Advertising Campaign: 
Interior by Marion Hever, American Institute of Designers 


CELOTEX 


BUILDING PRODUCTS 


* CHICAGO 3, ILLINOIS 
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For more volume and profit, lineyard tries. . . 


Sales Package-of-the-Month 


Thompson Yards begin powerful, concentrated, coordinated 
program. Monthly kit makes it easy for yard managers to 
swing program. 


Thompson Yards, a branch of 
Weyerhaeuser Timber Co., with head- 
quarters in Minneapolis, believes in- 
creased sales volume and higher prof- 
its will come from package selling. 

Last month, all 78 yards received 
their first promotion kit-of-the-month; 
this one merchandised pole buildings. 

In Thompson's words, “the term 
‘packages’ is not limited to buildings. 
It can include a complete roof (labor 
and materials) priced as a unit and 
quoted on monthly installment terms.” 

General manager Doren A. Eitsert 
commented on the “experimental” kit 
as follows: 

“It’s my firm belief that maximum 


POLE BUILDINGS 


(HE a oad COTE Bate arm mes he OH acme HCA 


Boy your Pole Buildings «! 
home from the folks you know 


Completely erected foc 
ONE LOW PRICE 


tarchedes a meter abs 
ond consirurtion costs 


pepe On ov mle 
ond PRUE 


» THOMPSON 
YARDS ** 


returns for a line- 
yard may be se- 
cured through 
overall general 
promotions, fea- 
turing packaged, 
large ticket items, 
for which ads and 
sales tools may be 
produced for all 
yards at one 
single cost.” 
Risk involved. Eitsert is aware that 
committing a big lineyard to an over- 
all program is quite different than if it 
were tried by an independent. In 
Thompson’s case, it involved both a 


Doren Eitsert 
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DIRECT MAIL FOLDER proved to Thompson Yards that farmers prefer to buy pole barns 
on package basis. Priced cattle barn hit $134,000 in sales; unpriced barns failed 


to move. 


56 


substantial investment for the planned 
kits and internal organization changes 
to make the program practical. 

One basic appointment was that of 
Les Zajicek as sales development man- 
ager. Les, with a lifetime in the busi- 
ness, will be responsible for the de- 
sign of the package-of-the-month, as 
created by the contracting superintend- 
ent, and transform them into effective 
sales tools. 

Each package must be practical and 
offered with complete instructions for 
the yard manager. 

Gordon Jacobson will be the con- 
tracting superintendent and again, his 
years of experience will be tested by 
a challenging assignment. Jacobson is 
assembling several standardized books 
of packaged units—one for farm and 
commercial; another for residential 
and a final book for small prefab 
homes. 

In practice, when he completes a 
segment of this long-range program, it 
becomes a package-of-the-month for 
promotion at the yard level. The March 
section, for example, on pole barns 
included selling data on barns; mate- 
rial lists, packaged price units with al- 
terations also priced and all relative 
manufacturers’ literature. 


As dealers must realize, the pricing 
for 78 yards requires experience and 
a sound understanding of both build- 
ing and competitive conditions. While 
Thompson’s_ package selling book 
based on unit estimating is not entire- 
ly new to the chain, previous effort 
has rarely been teamed with organized 
promotion effort. 

Long-range planning. Jacobson’s de- 
partment must work months ahead of 
the sales development department. As- 
sembling accurate data on pricing 
packages is a tedious job, but essential 
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for sales success and local manager 
support. Now completed is a map of 
all areas served by Thompson yards 
showing qualified contractors and the 
type of work they prefer and can do 
best. Also available are all necessary 
agreement forms and an exhaustive 
survey of farm building capacities re- 
quired for both animals and crops. 

Both Zajicek and Jacobson spend 
considerable time in the field with 
yard managers explaining and trouble- 
shooting. As trained specialists, they 
also participate in personnel training 
where overall economy consideration 
permit. 

Folder sparks program. Thompson’s 
commitment to full-scale package sell- 
ing, complete with prices and monthly 
terms, can be traced to a simple direct 
mail folder on pole buildings produced 
in 1957. Management asked yard man- 
agers if each building illustrated should 
be priced. The general reaction was 
“no.” Managers saw too many com- 
petitive difficulties for a chain stretch- 
ed over many states. Faced with this 
opposition, Thompson compromised 
and agreed to price just one of the 
seven buildings as a test. Six weeks 
later the results were quite conclu- 
sive: unpriced buildings had hardly 
moved, but the 40x60’ cattle barn had 
totaled $134,000 in sales. 


Other planning. Of course there’s 
much more to the revitalized Thomp- 
son organization than just package 
selling. Manager Eitsert has, for ex- 
ample, closed all field supervisory of- 
fices and consolidated activities in a 
new general office building at St. Louis 
Park, Minneapolis suburb. The old 
geographical areas have been scrapped 
and yards are grouped for supervision 
on a volume basis—“A” and “B”. 
There are 10 yards in the larger cate- 
gory; 68 in the smaller bracket. 

Eitsert is working for more rapid 
inventory turnover. To achieve this he 
is standardizing on his product lines, 
keying yard manager bonuses to turn- 
over and keeping accurate records on 
all lines. A product is reduced in price 
at the end of the first and second; after 
three years it is liquidated and written 
off the books. Three-year-old items are 
assigned to special areas of larger yards 
for bargain sales. 

Other activities. Thompson yards 
are considering land development. They 
soon will try a budget credit plan 
and fabrication of house components 
in a few yards. 

The profit picture shows continued 
improvement at Thompson Yards ris- 
ing from about 5% before taxes on 
investment in 1954 to 10.5% last year. 


Selling more lumber—In Thompson 
Yards today less than 35% of the 
volume is in actual lumber sales. A 
basic goal of the 1959 promotion is to 
increase this percentage to 50% -60% 
of total sales. 

While more lumber sales are anti- 
cipated, Thompson feels this should 
not mean the firm can overlook tell- 
ing the public about the many new 
items handled by TY yards. 














~ March Package: Pole Barns 


(Promotion for branch yards of Thompson Lumber Co.) 


There are seven items in the first 
kit mailed yard managers in February. 
The completeness of the kit illustrates 
the careful planning required to ac- 
tually sell packages. The April kit will 
be on Spring Fixup, especially paint. 

1. Pole building folder. Printed in 
two colors, this piece shows five typi- 
cal buildings on a monthly payment 
basis with the erected price included. 
The folder explains that each package 
building includes material, construc- 
tion, payment plan and free planning 
service. 

Each folder is rubber stamped by 
the yard manager before distribution. 

2. Wall banners. The banner is es- 
sentially a “blowup” of the inside of 
the above folder. it is suggested for 
use On walls, windows and the front 
of the sales counter. 

3. Counter display. These displays 
again repeat ideas pictured’ in both the 
folder and wall banners. A pocket is 
provided for the insertion of stuffers. 
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4. Newspaper ads. Pole buildings 
are featured, but there’s space for in- 
serting specials and a free offer of a 
magazine reprint on planning farm 
kitchens. 

5. Circle display. Thompson has de- 
veloped a 9” circular display piece 
for suspension from light fixtures or at 
any point in the store. Theme is the 
new “TY” symbol, which is now stand- 
ardized in all Thompson promotions. 
Previous surveys showed that the line- 
yard name was never printed in a uni- 
form style. 

6. Radio commercials. Again pole 
buildings are stressed in these one- 
minute “spots” but each commercial 
begins with a special, “a $1.50 paint 
roller for 98¢,” for example. 

7. Shows and special events. Where 
the theme can be tied directly to spe- 
cial events locally, the sales develop- 
ment department is ready with sales 
aids of all kinds. 





COMPACT BRANCH in Freeport, L. |., serves both builder and 
homeowner trade. It's a steel Butler building. Parking in front 
is for customers. Employes park at rear, where excess lumber 


is also stored. 


DISPLAY ROOM is new for Dykes, whose main business is in- 
dustrial. President Louis F. Kreyer, left above, discusses Abi- 
tibi ceiling tile, a new line, with manager Patrick McMullin. 


Pocket-Sized Unit Tops in Efficiency 


Warehouse with store opens up profitable consumer trade 
for metropolitan lumber company, which also serves builder 


and industrial accounts. 


The new Freeport, N.Y., branch of 
Dykes Lumber Co. you see on this page 
is regarded as a model setup by Dykes’ 
president Louis F. Kreyer. 

The 120’x200’ warehouse serves 
both contractor and consumer pickup 
trade and the display room is success- 
fully pulling a profitable business 
among homeowners. 

Thirteen Dykes branches, directed 
from headquarters on West 24th street 
in Manhattan, are typical of big-city 
industrial yards. But the two branches 
on Long Island, including Freeport, 
are a different breed; here, house- 
wives and handymen are welcomed 
and solicited. 


While the small display room is a 
far cry from the elaborate retail su- 
permarkets in many areas, it is ideal 
for the suburban market, according 
to Kreyer and S. E. Brummer, secre- 
tary. Pickup bins in the warehouse is 
a selling feature for D-I-Y trade. 

Promotion of consumer business at 
Freeport is based on three years of 
“phenomenal” success with homeown- 
ers at the Dykes’ Westbury, L.I., 
branch. That unit doubled its sales 
during the second year of Dykes own- 
ership—far beyond expectations of 
president Kreyer. Within a year, a 
new shed had to be built to accom- 
modate consumer stocks. 


as well as regular delivery to contractors. Note plastic sky- 


light panels. 


Sales at the Freeport store quickly 
overshot goals, the gain coming from 
consumer trade. 

Although both Westbury and Free- 
port are developing consumer trade 
and sell specialty lines not handled at 
the industrial yards, these branches 
are primarily lumberyards, not hard- 
ware stores. In the Freeport branch, a 
6,000-lb. capacity fork-lift truck trims 
handling costs. The consumer busi- 
ness is a healthy “plus” for the branch, 
not the sole cause for existence. 

Quality. Dykes refuses to enter 
price competition, depending instead 
on quality and service. The spotless 
condition of the warehouse helps to 
emphasize this point. 

“If you have the right shopping at- 
mosphere, people will pay for su- 
perior merchandise or service,” Kreyer 
said. “Have you noticed the long 
lines of patrons at a quality restaurant 
while more ordinary (and cheaper) 
places nearby barely survive?” 

Management. Among’ multiple- 
branch lumber companies, Dykes is 
unique because 40 branch managers 
and other employes are stockholders. 

“At Dykes, you are always doing 
business with the BOSS,” a company 
promotion says. The company also 
promotes the fact that every top exec- 
utive has over 35 years of service with 
Dykes and every branch manager has 
been with the company more than 25 
years. 

A_ production bonus plan, based on 
profits rather than sales of each 
branch, is an effective incentive for 
competent, loyal managers, Brummer 
said. 

“Each branch must stand on its own 

(continued on page 66) 
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Sell Lowe Brothers! Put colorful, 
hard-selling “picture” packages like 
these on shelf, counter, floor or 
window display. Pull your own 
prospects from millions who see 
Lowe ads in the POST and top 
magazines. Get strong local tie-in 
with colorful, free display materials. 
Now’s the time to call your Lowe 
Brothers distributor or write 

THE Lowe BrotHers CoMPANY, 
Dayton 2, Ohio 


LOWE BROTHERS 
PAINTS 


Circle No. 59 on Handy Cover Card 











THE WORDS 


SARGENT’S LUCKY KEY 


“Sales Tested” in ’58. Now—a proven sales builder for ’59! 


The 1959 Lucky Key Contest provides your builder customers 
with a bright new package of powerful merchandising 
materials for their model home promotions. It also includes 


Westinghouse prize radios for local contest awards, and a 
$500 National Cash Award. 


ALL FREE FROM SARGENT!-—to help your builders sell more 
homes—to help you sell more hardware. 











For complete details on the new 

1959 Lucky Key Contest, or on Sargent’s 
complete line of Residential Hardware, 
write SARGENT & COMPANY, 

New Haven 9, Connecticut. 


Illustrated: exciting new patterned metal 
insert design, AlignaLock and SentryLock. 


Circl> No. 32 on Handy Cover Card 








Your single 
source of supply 
for both 


PLATEBOARD 


the improved hardboard 
and 


INSULATION 
BOARD 


GRAINBOARD 


Oak and Walnut finishes 
in patterns of Plain, Random, 
Verti, Blok, Perforated 


S2SandSiS 


A complete line of 
Smooth-two-sides hardboard 
Smooth-one-side hardboard 


INSULATION BOARD 


Sheathing, Ceiling Tile, 
Building Board, Shingle Back- 
er, Roof Insulation 


These quality 
products, coupled with 
faster delivery, make 
Abitibi your ideal single 
source of supply 


Reg. U.S. Pat. Off. 


see opposite page 


for more information 
Circle No. 69 on Handy Cover Card 
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Boise-Cascade Is One Of Most 


Diversified Lineyard Operations 


A merchandising leader among line- 
yards is the 105-unit Boise Cascade 
Corp., with headquarters at Boise, 
Idaho. In 1957 the firm’s retail divi- 
sion was revised and streamlined to in- 
crease merchandising effectiveness. 

Result: 1958 sales increased 15% 
over 1957 and net income went up a 
booming 36%. 

Services which contributed to these 
records include: 1. architectural serv- 
ices; 2. supply of building sites; 3. 
financing services. An experimental 
completey packaged home program, 
known as the Bo-Pa-Co. Ready Cut 
House, is showing promise. 

Better control of purchases and more 
economical buying were achieved dur- 
ing 1958 through centralizing buying, 
in addition to cutting buying costs. 

By working toward standardizing of 
product lines handled, the yards im- 
proved inventory turnover. 

Trend seen. Boise Cascade is con- 
tinuing its policy of recent years, clos- 
ing low-margin yards in rural areas and 
shifting investments to larger com- 
munities, which can support more 
profitable building supply stores. In 
1958, Boise Cascade started out with 
106 stores. During the year seven were 
closed and six were purchased, for a 
year-end total of 105 yards. 

During the year four stores in good 
market areas were replaced with new 
merchandising centers designed for op- 
eration economy and modern merchan- 
dising methods. These new merchandis- 
ing centers are at Idaho Falls and Rex- 
burg, Idaho; Greeley, Colo. and Spo- 
kane, Wash. 

Operates concrete plants. A number 
of concrete pre-cast and ready-mix op- 
erations are located in the Puget Sound 
area of Washington State, in central 
Oregon, eastern Oregon, southern 
Idaho, and south central Washing- 
ton. Early this year, the firm bought a 
sand and gravel company at Denver. 

Profits and sales volume of these 
concrete operations has been good. In 
the Puget Sound area, 1958 sales were 
up 16%. In the eastern Oregon-south- 
ern Idaho region sales were 116% up 
from 1957. In south central Washing- 
ton net income was 135% ahead of 
the previous year. 

Finance company. As a_ building 
products sales tool, Boise Cascade op- 
erates a finance subsidiary, the Con- 
truction Finance Company. Its loan 


volume in 1958 was more than $5 mil- 
lion, up 83% from 1957, with net in- 
come up 110%. 

The retail yards offer a “Bestway 
Budget Payment Plan”. This is used ex- 
tensively and is a strong merchandising 
tool as well as a money maker. 


“CORONADO” 
Plan No. 56-DX-122 PER MONTH 


Get more house at less cost 


*« BolaGom 


for discerning homebuilders in search 
of fine, precision construction. 


Homey, beautiful Coronado is only one of 
a family of designs available in precision built 
BoPaCo homes. In any BoPaCo home you get 
more flexibility in any one plan PLUS precision 
cutting and preassembled components with 
the happy result — BETTER CONSTRUCTION 
AT LESS COST! You save through moss produc- 
tion of components standard to any BoPaCo 
desigf. Yet each plan and its many variations 
offer you a marvel of flexibility and custom 
design 
BoPoCo HOMES 
OFFER YOU THESE ADVANTAGES 
% Superior Construction 
% Greater flexibility of design 
¥% Earlier Completion 
% less Cost Per Square Foot 


Boise Paylle 


TYPICAL AD bringing sales for Boise 
Cascade's ready cut component-assem- 
bled Bo-Pa-Co house was published re- 
cently in an Idaho newspaper. Program 
is still considered experimental, shows 
good promise. 
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the low-cost luxury of this 






beautiful factory-finished grainboard 






has created a new building favorite. 













Your customers (builders, contractors, home handymen) 
will find Abitibi PLATEBOARD, the improved hardboard, an 
ideal material to “‘glamorize’’ a room. Large, durable 
panels handle easily, go up fast. PLATEBOARD wall paneling 
Never needs shellac, lacquer, or varnish offers glamorous rooms at economical cost. Building supply 
dealers find that Wood-Grain PLATEBOARD gives additional 
profits by reaching a triple-volume market. 

Large 4’ x 8’ panels go up fast For builders, PLATEBOARD offers low material and con- 
struction cost, coupled with distinctive beauty that stimu- 
lates the sale of more houses. 





Factory-finished 

















Won't split or splinter 


Easy to saw, nail, apply 
aE Neen PLATEBOARD is available in oak or walnut finishes in five 
attractive patterns . . . ideal for homes, offices and other 
interior applications. Abitibi offers a complete line of hard- 
board and insulation board products—all available in mixed 
carload shipments from our mill at Alpena, Michigan. 


Better building products WRITE US TODAY for more information, which tells how youcan cash 
through research in wood chemistry in on this triple-volume market with Abitibi Wood-Grain PLATEBOARD, 







ABITIBI CORPORATION : General Sales Office Penobscot Building, Detroit 26, Mich. 


®Reg. U.S. Pat. Off, 





Manufacturing Plant - Alpena, Michigan 
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Lineyards-In-Action | TOP-FLIGHT MANAGERS 





Branch Managers Are Key to Expansion 


You might say there’s nothing spec- 
tacular about the J. W. Copeland 
Yards—except a steady growth which 
has made this group one of the larg- 
est individually-held lineyard compa- 
nies in the country. 

J. W. Copeland has not ventured 
into new ideas such as component 
fabrication. Instead, he relies on a 
high degree of local control by branch 
managers, plus complete service and 
thorough sales training. 

With headquarters in Portland, Oreg., 
the chain has grown from 30 yards in 
1940 to 51 yards today. There are 
32 yards in Oregon, seven in Wash- 
ington, three in Nevada, nine in Cal- 
ifornia. There is also a thriving whole- 
sale operation in Portland. 

“We're good competition,” Cope- 
land emphasized. “We are not price- 
cutters. We find we do a better, more 
profitable business this way. We feel 
that if we please a customer, he'll 
come back and tell his friends, too. 
We aim at 10% net on sales before 
taxes.” 

Merchandising in Copeland’s book 
is a simple thing. It’s devoid of high 
pressure or fancy sales gimmicks— 
nothing spectacular. 

“To us, merchandising is stocking 
the goods people need in a convenient 
place for them, letting them know 
we've got what they want and trying 
our best to make it easy for them to 
buy in the way they want to buy,” 
Copeland said. 

Local control. Each Copeland yard 
is operated as much as possible as if it 
were a locally-owned business. Book- 
keeping is done in each yard. Local 


managers work closely with the pur- 
chasing department at the general of- 
fice. Sales promotion is left to the 
judgment of the local manager. 

There seems to be no overall sales 
program which governs Copeland 
yards’ selling efforts, save for one 
thing: none of the yards appears to 
go in heavily for volume sales to large 
contractors. There is little experi- 
menting in untried merchandising 
methods. 

“We're perhaps typical of Copeland 
yards,” said Lynn Cavitt, manager of 
Copeland’s Multnomah, Oreg. yard. 
“Our sales to contractors is about half 
our volume, with the rest to home- 
owners and farmers. We feel that 
basically a lumberyard is out of luck 
with just the contractor trade.” Con- 
tractor volume is down to 20% in 
some other Copeland yards. 

Personnel training. The biggest fac- 
tor in Copeland’s ability to keep ex- 
panding his outlets, during a _ time 
when many lineyards are closing 
branches, appears to lie in high-quality 
personnel. 

Training in local yards is in the 
hands of yard managers. Once a year 
all yard managers and their wives are 
brought to Portland to attend a three 
and one-half day sales conference. 
This training is continued at the local 
yard level. 

“This helps us continue our policy 
of rendering the customer a lot of 
personal service while we hold our 
price,” Copeland said. 

The January, 1959 Copeland Man- 
agers’ Conference, held in Portland, 
had product exhibits, “as good as at 


TYPICAL COPELAND YARD is the brilliant chrome-orange exterior Multnomah, Oreg., 
branch, decorated with Hoo-Hoo cat symbol. Yard has 1,000 active accounts, 500 re- 
volving credit accounts. Branch managers have a voice in policy through annual man- 


agers’ conference. 
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some association conventions”, ac- 
cording to Copeland. Sales training 
clinics and workshops were conducted 
throughout the conference period by 
Bob Jones, executive vice-president of 
the Middle Atlantic Lumbermen’s As- 
sociation visiting Copeland for the 
second consecutive year. 


Lineyard advantages. In times like 
these, the lineyard has definite oppor- 
tunities, according to Copeland. These 
include large purchasing power, avail- 
ability of expert advice based on 
broad experience, ability to take ad- 
vantage of local situations. 

“One of the biggest advantages of 
the lineyard today is ability to get 
lines of credit,” Copeland said. “We 
have bought yards because their own- 
ers couldn’t get credit and we could.” 

According to several Copeland man- 
agers, a capable manager can do bet- 
ter for himself, income-wise, operat- 
ing a Copeland yard than an_inde- 
pendent. 


Modernization. In the past three 
years, new stores have been built at 
five locations. In addition, there is al- 
most always a remodeling project go- 
ing on at one or more Copeland yards. 
Three new stores, to replace outmoded 
units, are planned for this year. 


How to grow. “The lineyard should 
keep growing. The average man takes 
more out of his business than he 
should; many lineyards do the same 
thing,” Copeland said. 

“We don’t often start a new yard. 
We prefer to buy someone out. This 
eliminates overcrowding the market,” 
he said. 

All other considerations being equal, 
Copeland buys a new yard when he 
feels he has a man with managerial 
ability. “Location of the yard is im- 
portant, but the man to manage the 
yard is more important,” Copeland 
said. 

Copeland’s managers are paid a 
profit sharing bonus of 10% of the 
individual yard’s net profit. This plan 
has been in effect a year. No major 
remodeling or new construction is 
charged against this bonus. In addi- 
tion, all other employes participate 
in a profit sharing retirement plan, 
except for those union members who 
are covered by union plans. The firm 
has approximately 250 employes on its 
payroll in the 51 locations. 
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New International 340 Utility 
tractor has the built-in brawn to handle 
4,000 pound loads with rear-mounted 
fork lift. 














Fork lift: Harlo 


NEW INTERNATIONAL 340 UTILITY... 


6 SPEEDS...COMING OR 


Now the brawny, economical International 340 Utility 
Tractor can speed up fork lift work even more! New Fast 
Reverser unit provides an opposite speed in each of the 
normal five forward and one reverse gears. . . a range of 
six speeds from 1.8 to 16 mph in one direction, 2.2 to 19.5 
mph in the other. 

Working in narrow aisles and other cramped quarters, 
you can shuttle back and forth at time savings up to 30 
per cent, compared with a single reverse speed, or taking 
time to turn the tractor around. Time savings go up and 
materials handling costs go down when you put an Inter- 
national 340 Utility tractor with fork lift and Fast Re- 
verser on the job! 

For name of your IH dealer, write Inter- 
national Harvester Company, Dept. AL-4, 
P. O. Box 7333, Chicago, Illinois. 


& See your 


INTERNATIONAL | pt A 
HARVESTER dealer Fork lifts for the International 340 Utility ore 


H P i ° F + £5: F 
ee ede hen eee ee available with lifting heights of 9, 10%, 1214, 16'%, or 
20'4 feet. Forks are easily interchanged with a Y2-cu 


Tractors Motor Trucks Construction Equipment —General Office 
® Chicago 1, Illinois yd materials bucket, dozer blade. etc. 
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Lineyard is Leading Home Builder 


During the past two years the Pea- 
vey Lumber Yards and Co. have been 
building homes in the Minneapolis sub- 
urbs of Edina, Minnetonka, Excelsior, 
Wayzata and New Hope. The yard is 
also contemplating building homes in 
Brooklyn Park, another Minneapolis 
suburb, according to A. L. Orwoll, 
sales and promotion manager of the 
firm. 

Locally, the homes are custom- 
built, generally in the $30,000 range. 
In the country, the homes are of more 
standard construction and run $12,- 
000, $15,000 and $18,000. 

These homes are designed and built 
by a division of the company, Peavey 
Building Service, which offers the buy- 
er four services for home ownership: 

1. Build or arrange for building 
the house of the buyer’s choice on his 
lot. 

2. Furnish all materials necessary to 
build the house if the buyer wishes 
to provide the necessary labor; 

3. Construct the house at the yard 
and move the house to the buyer's 
foundation; 

4. Arrange the financing for a new 
home to allow low monthly payments. 

All homes built by Peavey will ex- 
ceed minimum specifications of both 
FHA and VA _ requirements. The 
Peavey-built homes are not prefabs, 
but are custom-built to individual re- 


Home Plan Center in 


When L. Grossman Sons, Inc., 
opened their 24th retail store at Fram- 
ingham, Mass., last month there were 
many innovations. The most striking 
was the complete home planning cen- 
ter packed with informative litera- 
ture indicating Grossman’s increased 
emphasis on remodeling and new home 
building. 

The showroom has 8,000 square 
feet of sales area. It is a typical Gross- 
man-layout—almost entirely self-serv- 
ice, one-stop shoppipng. 

Charles Seigal, supervisor of 
branches, says the new Framingham 
store brings together all the features 
of their other showrooms and is ex- 
pected to become a model for future 
improvement of all yards. 

Grossman’s new store has self- 
opening doors just like those in gro- 
cery supermarts. The comparison 
seems even closer when customers 
find they can select their own mer- 
merchandise and pay at regular check- 
out counters. 
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quirements with a choice of materials 
and designs. 

Peavey will construct as much of 
the home as the buyer desires. Lib- 
eral credit is allowed to cover any 
portion of the work done by the own- 
er. Materials are delivered from large 
stocks maintained close to the build- 
ing. Local carpenters are used when- 
ever available. 

The building service is also equipped 
to do complete kitchen remodeling, 
build garages and finish expansion at- 
tics and basements. Peavey furnishes 
automatic dishwashers, garbage dis- 
posal units, built-in ranges and oven 
units, floor coverings, plumbing, elec- 
trical work and other services neces- 
sary for a kitchen remodeling. 

Pre-cut materials will be furnished 
to the buyer if he wishes to build his 
own garage, breezeway or other big- 
ticket remodeling. 

In other words, the building service 
provides all service necessary for new 
construction, remodeling or repairs of 
homes, farm buildings or commer- 
cial buildings. Complete planning ad- 
vice is available to the customers of 
the Building Service. 

Peavey Yards in Bismarck, North 
Dakota; Brookings and other South 
Dakota towns are also building homes 
and have Building Service depart- 
ments. 


New Grossman Store 


Lumber, cut to size and priced is 
displayed on the sales floor. Employ- 
es are on hand to answer questions. 

Store hours are different, but in 
line with the trend in the east to open 
late and keep the doors open to catch 
customers after working hours. Gross- 
man’s Framingham store will be open 
from 11 am. to 9 p.m. Monday 
through Friday and from 8 a.m. to 
5:30 p.m. on Saturdays. It has a sep- 
arate contractor sales division keep- 
ing conventional hours. 


American Lumberman supplied sug- 
gestions for Grossman’s home plan- 
ning center earlier this year. Since 
1956, when the publication designed 
and built the “Profit-Maker Show- 
room” for the NRLDA Exposition at 
Chicago, our editors have stressed 
store sales plus big-tickets as profita- 
ble for most dealers. Planning centers 
it is being proved, are essential to 
create more remodeling and house 
sales. 


MOLDINGS are a Dykes specialty. End 
color marking provides fast order pick- 
ing. Top of bins provide reserve storage, 
easily reached by warehouse lift truck. 
On one side of these bins is radial saw 
setup; on another side are sheet goods 
bins. Branch is at Freeport, L.I., 


PLYWOOD is binned vertically, sheath- 
ing horizontally in bins which are ideal 
for pickup trade. Rear door of ware- 
house seen in background. 





EFFICIENCY 
(begins on page 58) 





feet, profitwise. Each branch has three 
or more trucks of its own, giving a 
total of 45 trucks. Purchasing and ac- 
counting is centered at the main of- 
fice,’ Brummer explained. 

Catalog. Every year Dykes produces 
a 36-page product catalog. The 1959 
edition, which commemorates the 
company’s 50th anniversary, has a 
print run of 125,000. Everything from 
framing lumber to _ do-it-yourself 
wrought iron legs are pictured, de- 
oe and priced in this annual cata- 
og. 

In Freeport and Westbury, con- 
sumer advertising supplements the 
catalog promotion. 








New Stores for Diamond 
Gardner; Long-Bell 


Two of the outstanding super- 

market programs among lineyard 
companies are those of Diamond 
Gardner Corp. and Long-Bell Div., 
International Paper Co. 
_ New stores of these organiza- 
tions are pictured and described 
in your March 30 issue of Ameri- 
can Lumberman. The articles are 
part of a special merchandising 
section on one-stop shopping cent- 
ers by lumber dealers. 
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| WHICH ALSYNITE PANEL IS 10 YEARS OLD? 


' 
{ 








New Superglazed Alsyidle panels 
Guaranteed 10 years! 


That’s right! Alsynite guarantees its new Superglazed fiberglass 
panels to maintain their color, texture, strength and heat resistance 
for 10 full years or they’re replaced! 

This first performance-guarantee in the industry means greater 
customer appeal... greater customer satisfaction... greater sales 
volume for you. NAME 

Superglaze is the exclusive new formulation that gives Alsynite 
far greater resistance to erosion than any other fiberglass panel on 
the market today. ; ADDRESS 

Alsynite backs it up with a guarantee that is straightforward and 
strong. And any panels replaced under this new guarantee are from CEE Yn TATE 
the manufacturer, not from the dealer’s stock. Write today for the Fe ee ee 


full, exciting story. 


ALSYNITE COMPANY OF AMERICA 
Dept. A-4 ° San Diego 9, California 


Send full details on Alsynite’s new 
Replacement Guarantee and Superglaze. 


COMPANY 
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LIFETIME SURFACES OF 


NEVAMAR 


MEAN MORE PROFITABLE 
SALES OPPORTUNITIES FOR YOU! 


With NEVAMAR laminates you have a product that means extra sales, 
day in, day out. This superior surfacing material finds endless uses in 
the home—for remodeling kitchens and bathrooms, for walls and panels, 
breakfast nooks and bars, as well as for numerous furniture items. 
NEVAMAR is a tough high-pressure laminate that comes ready for bond- 
ing, in sheets 1 /16-in. thick and sizes up to 4 x 10 feet, in more than 70 


Bg) different colors and patterns. Cleans easily, never needs refinishing. 
us is 


ui FVA 4 AR LOOK IN THE YELLOW PAGES Find Your 
Distributor Under 
Get all the facts about NEVAMAR now. Check with “Plastics” in The 
> a high-pressure laminate surface 


; “ienaiees information and samples. 


the distributor in your area or write directly for ‘Yellow Pages’ 


> resistant to cigarette burns 
> withstands boiling water 
> won't craze, crack or 


peel in normal use a 
sen * Mt alected by alot NEVAMAR DIVISION: 


pe Se) Wz NATIONAL ete Rett ena 


Saran and Nylon Filaments —Nevamar High-Pressure Laminates —Wynene Extruded and Molded eaugs 
NEVAMAR conforms to | ODENTON, MD. « NEW YORK,N. Y. ¢ LONG BEACH, CALIF. « MIAMI, FLA. ¢ CHICAGO, ILL. ¢ DENVER, COL. e PORTLAND, ORE. 


NEMA specifications 
Charlotte, N.C.: 5640 Wedgewood Dr. ¢ Jackson, Tenn.: 112 Iris Road @ Indianapolis, Ind.: 6479 River View Dr. 
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NM-F TAKES THE 
Right Approach ; 
for YARD HANDLING EQUIPMENT |. 


If you want efficiency in your yard handling 
and maintenance equipment, you had better 
check out this Work Bull Fork Lift. 

It will operate on or off hard surfaces, in 
muddy, rough yards —anywherea tractor will go. 

Block tines have hydraulic side shift to elimi- 
nate close-in maneuvering. It has nine other at- 
tachments including hydraulic material bucket, 

ene angle dozer, and 20’ extension mast. 
i Ls Me Ce ae Controls are at your finger tips. Foot pedals 


Work Bull 202 rig with Davis Loader makes asin eney-to-renen. 
ideal unit for stockpiling, charging bins, bulk Write for literature; name of nearest dealer. 
material handling. 





MASSEY- FERGUSON 
INDUSTRIAL DIVISION 


1009 SOUTH WEST STREET ¢ WICHITA 13N, KANSAS 
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ls It Smart To Sell 


IMPORTS? 


“YES” say dealers (with some reservations). ‘‘NO’’ assert domestic manufacturers, unreservedly. 
Cast your vote on Import question: see page 86. 





Growth of Imports in Selected Building U. S. Consumer Purchases 
Materials and Products Hardwood Plywood, 1951-58 


(Statistics from U.S. Department of Commerce) 
Millons of Squore Feet 
Surtoce Meosure) 


Wrenches, Vises, Hammers, etc. Wood Screws liron or steel) 
1958—$2,699,789 1958—$1,126,416 
1957—$2,132,934 1957—$1,175,338 
1956—$1,913,795 1956—$1,452,218 
1955—$2,154,669 1955—$1,280,887 





Mechanics’ Tools* Builders’ Hardware (NES*) 
1958—$669,370 1958—$427,900 
1957—$622,109 1957—$366,036 
1956—$483,410 1956—$324,595 
1955—$412,602 1955—$268,395 





Hardboards Ye” (from Sweden) Nails (over 65/1000 diameter 
1958—102,240,000 or 1” long) 

1957— 89,428,000 1958—$29,313,304 

1956— 75,744,000 1957—$20,813,497 
1956—$15,987,903 
1955—$17,455,898 



































Hardware Hinges and Hinge Blanks 
1958—$1,003,900 1951 52 53 54 55 56 57 58 
1957—$1,065,794 * Not elsewhere specified Ne Tee 
1956—$1,495,571 P 

1955—$1,363,490 
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EDITORIAL 


It Isn't Funny Any More’ 


Shortly after the war, a few foreign cars 
started to trickle into the country. Women 
thought they were cute and the men admired 
them for other reasons, which Detroit is still 
trying to analyze. 

Only 7,542 foreign cars were imported in 
1949, hardly enough to cause a ripple in the 
Detroit flood. Last year the figure skyrocket- 
ed to 383,000 cars and imports exceeded ex- 
ports for the first time in automotive history. 

Foreign car sales in this country gained 
91.5% last year while sales of American- 
made cars declined 26.6%. Another 35% 
sales boost is predicted in foreign car sales 
this year. 

The ripple of 1949 has developed into a 
merchandising storm that has led domestic 
auto manufacturers to rush competitive small 
cars into production. 

What began as fresh material for the car- 
toonist and jokester has developed into a 
competitive threat of no laughing matter. 

Many building materials—nails, glass, ply- 
wood, small tools, hardboard and hardware 
—have followed the same pattern with grave 
consequeuces in prospect for the American 
manufacturer and possibly the dealer. 

In 1951, Japan sold 1.5% of the American 
hardwood plywood market; last year, they 
sold 40%-in this market. Imports from 
Japan alone equaled 87% of the total domes- 
tic output, says the Hardwood Plywood In- 
stitute. Imports of hardboard increased 
446.2% in 1957, according to testimony be- 
fore the House Ways and Means Committee. 
In just one month, February of this year, 825 
cases of mechanics’ tools arrived from Eng- 
land, Germany, Japan, Italy and Finland. 

What is the result? 

Some manufacturers have frankly cut the 
quality of some lines of merchandise to meet 
foreign competition—and lost; others have 
turned to specialty items that are less compet- 
itive; still others have made arrangements to 
produce certain items abroad for sale in this 
country at a price. 

Some have tried to meet the challenge with 


better packaging and improved point-of-sale 
helps. But many manufacturers admit that 
imports have caused a problem, critical in 
some cases, that you can help solve. 

“Few dealers seem to realize the serious 
threat they are creating by handling foreign- 
made products,” remarked Thomas B. An- 
drews, sales manager, Southern Screw Com- 
pany. “If the trend continues, within five 
years this country will have the greatest un- 
employment problem in history.” 

There is no quarrel with fine, quality mer- 
chandise from abroad. The hand craftsman- 
ship of European artisans found in knobs 
pulls and escutcheons is unequaled here, do- 
mestic hardware manufacturers readily ad- 
mit. This is high-class merchandise at a high 
price in contrast to many of today’s imports, 
which are low quality at a low price. 

What is happening in building materials 
is just a small part of the overall import pic- 
ture. As one sales manager pointed out, it 
will take a united front up and down the line, 
with pressure for quotas and heavier duties, 
to stem the tide. 

Caught between an appeal to “Buy-and- 
Sell American” and a need to meet competi- 
tion, the dealer who cares to think about it, 
faces a neat dilemma: what happens when the 
profit motive collides with patriotism? 

J. H. Walsh, merchandising manager for 
The Lufkin Rule Co., has an answer: 

“Our research indicates that the sale of 
cheaper foreign items does nothing more than 
cut down on the total sales of profits of those 
dealers handling these items. Lower prices do 
not by themselves increase the total market 
unless the quality is equal to the higher- 
priced item.” 

Your decision to sell or reject imports 
counts just as surely as your vote— or failure 
to vote—at the polls. 

—The Editors 


Reprints of the above editorial, available at 10¢ each. 
Write The Editors, American Lumberman, 59 E. Monroe, 
Chicago 3, Hl. 

Turn page for roundup of opinions on imports from deal- 
ers and manufacturers, 
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LOW-PRICED HAND TOOLS from Ger- 
many, Italy and Japan are stocked on 
97¢ bargain table by Joe Destefano, 
manager, retail stores division, Joseph 
Lumber Co., Chicago. ‘Our markup is 
50%—100% and we feel the tools 
afford a good customer value for the 
money.” 





(begins on page 


IMPORTS 
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JAPANESE PLYWOOD, popular with 
lumber dealers, is being fought aggres- 
sively by the Hardwood Plywood Insti- 
tute, which claims 53% of our market 
is being sold from abroad. These sheets 


on display at the Northbrook ({Ill.) Lum- 
ber Co. moved rapidly during a sale. 


Dealers say that IMPORTS mean 


New Profits in Sharp 


Customers like low prices, exotic items; dealers like high profit, 
fast turnover. Bad experiences turn some dealers against ex- 


ports. 


Lumber dealers are buying more 
and more imported products ranging 
from plywood to builders’ hardware. 

Why? 

Price seems to be the main reason, 
but other factors are involved, too. 
Customer preference for foreign-made 
goods, something new to promote, but 
most of all—price. 

“I don’t care whether something is 
imported or domestic,” declared one 
St. Louis dealer. “If it’s what I want 
at the price I want to pay, I'll buy it 
even if it comes from Timbucktoo!” 

George Juniel, owner, Juniel Lum- 
ber Co., Houston, explaining why he 
bought imported nails instead of do- 
mestic, commented: 

“The price factor was glaringly dif- 
ferent and I realized patriotism could 
only be stretched so far. About eight 
months ago, our yard bought its first 


72 


stock of Japanese plywood. More re- 
cently, we began buying imported 
steel items—nails, reinforcing — bars, 
machine bolts and butt hinges. The 
suppliers came directly to me, par- 
ticularly the steel companies.” 

A Massachusetts dealer asserted 
prices had reached the point where it 
became necessary to import more and 
more items. 

“When foreign goods are used, price 
is the reason,” observed Ivan Foley, 
president, Live Modern, Inc., New 
Orleans. 

Question of quality. Dealers differ 
considerably over the quality of for- 
eign-made goods. 

“Regardless of price, quality is the 
most important angle,” declared John 
Hatfield, Modern Builders Supply, 
Cincinnati. “In many cases you're in 
doubt. I'd say ‘not interested’ to any 


NOT ALL IMPORTS are low price and 
low quality. This is a new panel impor- 
ted from Belgium by U. S. Plywood Corp. 
It is made of inorganic asbestos, can be 
cut with a carborundum disc, as shown 
or can be scored or broken. U. S. Ply- 
wood says it can be nailed without pre- 
drilling or applied with mastic. It is said 
to be a completely incombustible, fully- 
weatherproof panel for exterior and in- 
terior use, including kitchen and bath- 
room walls and countertops. 


Market 


salesman selling foreign-made items.” 

Several dealers took exception to 
Hatfield’s views on quality. One Bos- 
ton dealer claimed that the foreign 
quality is actually higher because in 
our efforts to undersell foreign prod- 
ucts, we are cheapening some of our 
goods. 

Emery O. Neal, vice-president, 
Cheely Lumber Co., Miami, said that 
the quality of foreign nails and hard- 
boards have been satisfactory. ‘“Qual- 
ity has been fine,’ observed Frank 
Paxton, president, Frank Paxton 
Lumber Co., Kansas City, which im- 
ports wood products from Europe and 
the Orient. 

“We have never had any complaints 
on imports, either as to quality or the 
fact they are foreign-made,” said Jos- 
eph A. Dewey, owner, Dewey Lum- 
ber Co., Detroit. “Price is the govern- 
ing factor.” 

Several dealers claimed that price 
competition had forced them into buy- 
ing imported goods. 

“We handle imports mainly as a 
matter of meeting competition,” ex- 

(continued on page 74) 
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CASH IN 


ON BIG, STEADY 
DEMAND FOR 


ALUMINU 


Cupples dealers everywhere have found a big, ready market 
for these practical, low-cost windows. As a result, 
they are enjoying a steady, profitable business. 


Made by one of the nation's leading manufacturers of 
highest quality aluminum windows, Cupples Single-Hung 
Windows are precision designed and sturdily constructed 
They considerably exceed the minimum requirements 

of the Aluminum Window Manufacturers Association, 

yet are competitively priced. Every Cupples window is backed 
by our unqualified guarantee. You must be satisfied. 

Your customers must be satisfied. 





If you have not already discovered how Cupples Single-Hung 
Aluminum Windows bring more and more business 
your way, why not get the complete story now? 





Here’s why Cupples Single-Hung Aluminum 
Windows are best sellers everywhere 


Just 4 nails to install 

One carpenter installs Cupples Single-Hung Window in minutes 
snugly, permanently. No fitting, no adjusting, no call-backs. Fir 
trim is integral. Completely assembled 


Precision design 

Cupples Single-Hung Aluminum Windows are stronger, more rigid 
Silent, finger-tip operation. Weather stripped with Schlegel Cloth 
(high pile fabric in metal binder). Dust and draft-free. Never bind 


or stick. Never need painting 


For any style of architecture 
Perfect for new homes, remodeled older homes, light commercial 
buildings. Endorsed by architects and builders 


Wide selection 





Available in all popular sizes and styles, including picture windows 


Small inventory required 
Orders filled from our modern factory in minimum time. That mear 
a small investment for you 


DISTRIBUTORS WANTED IN A NUMBER OF AREAS— 
WRITE TODAY FOR DETAILS 





PRODUCTS CORPORATION 


2653 South Hanley Road * St. Louis 17, Missouri 
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SALE BUCKET OF FILES is imported from 
Portugal. This selection of 24 files come 
in 6” and 8” mill bastard files, round 
bastard files and extra slim taper files. 
Retail price is $13.20, dealer's cost 
$8.36 for a 60% markup. These files 
are guaranteed by a domestic importing 
tool company. 





IMPORTS 


(begins on page 72) 





plained Detroit dealer Dewey. “These 
include Japanese plywood, small Ger- 
man tools and Swedish hardboards. 
Competition compels us to handle im- 
ports like the Japanese plywoods. 

“The public watches prices on ad- 
vertised leaders. Over a period of 
time, all the popular items hit the 
leader category and the leader price 
is fixed in the public’s mind as to 
what that item should cost. If we're 
going to sell, we have to meet this 
kind of competition.” 

Lure of imports. Customers like 
something different, like woods that 
cannot be obtained in this country,” 
says Dean Votruba, purchasing agent, 
Chandler Lumber Co., Van Nuys, 
Calif. 


Lo 


His opinion was reiterated by Mrs. 
Carl Brady, treasurer, Gilcher Lum- 
ber, Inc., Barberton, Ohio, speaking 
of Brazilian pine. She says customers 
like the wood because it has “a lot of 
color” and because they are always 
“demanding something different.” 

“Our customers demand items like 
Swedish hardboard and Belgian ply- 
wood,” observed Hiram Budd, man- 
ager, City Line Lumber Co., Camden, 
N. J. 


“The big reason is price, not be- 
cause they attach a country’s name to 
them.” 


Nail situation. More dealers com- 
mented on nails than any other single 
item. It appears to be the one im- 
ported item stocked by most dealers. 
Sherman Robinson, manager, Rio 
Grande Lumber Co., Salt Lake City, 
made this comment: 

“To buy nails made in the United 
States, we must place a minimum order 
—that’s not the best price. If the or- 
der is higher, then the price is better. 
We can buy foreign nails in any 
amount.” 

Another Salt Lake City dealer, Mel- 
bourne Romney, Jr., manager, Rom- 
ney Lumber Co., says he buys foreign 
nails for one specific reason—because 
they come packaged in 1, 2 and 4 
pound packages. 

“There are no handling or crating 
problems and for the do-it-yourself 
customer who wants a small quantity, 
they are just the thing. American man- 
ufacturers put them up in 5-pound 
packages as the smallest unit.” 

However, another Salt Lake City 
dealer, Alma Burton, Burton Lumber 
and Hardware Co., said they find it 
just as reasonable to package nails 
themselves as to buy them already 
packaged. 

Another nail importer, Hillard Mad- 
way, c0-owner, Ridge Pike Lumber 
Co., Conshohocken, Penna., said he 
brings them in from England Ger- 
many, Italy, Sweden, Poland, Yugo- 
slavia and Japan. 

“We formerly bought almost all our 
nails from Bethlehem Steel, but when 
the other countries started producing 
practically the same item, only cheap- 


Bill Makes It Mandatory 
To Label Foreign Goods 


Many people buy foreign-made 
goods without knowing it. This is par- 
ticularly true of items that are shipped 
into this country for repackaging. 

To eliminate this deception, the 
Committee on Ways and Means is 
considering House Bill H. R. 197, 
which would make it illegal to repack- 
age small tools, screws, etc. without 
plainly marking them to indicate the 
country of origin. 

The bill provides that a jobber, dis- 
tributors, dealer or retailer who re- 
- 
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packages foreign-made goods shall 
mark the new package “in such man- 
ner as to indicate to the ultimate pur- 
chaser in the United States the English 
name of the country of origin.” 

Proponents of the Bill say that cur- 
rently some items from Iron Curtain 
countries are being shipped to Western 
Countries outside the U. S. and then 
reshipped to this country. In most in- 
stances, there is no marking to indi- 
cate the country of origin. 


er, we switched over. I won't say that 
the imported nails are better than those 
manufactured in this country, but 
they do the job—and that’s what 
counts.” 

The question of quality also en- 
tered the nail picture. Harry Quent- 
meyer, purchasing agent for the Mul- 
lin Lumber Co. yards in California, 
feels that Japanese nails lack an ade- 
quate copper content. On the other 
hand, Housten dealer George Juniel 
said imported nails have been stress- 
tested by customers and found excel- 
lent. 

“On nails our markup is about 18% 
on key price and runs 35%—40% 
by weight,” says Paul Cramer, presi- 
dent, Home Lumber & Supply Corp., 
Hialeah, Fla. “The markup on Amer- 
ican nails is lower—about 14%-15% 
on key price and 30% by weight.” 

How dealers order. Direct mail and 
personal calls by salesmen are ways 
most dealers are introduced to im- 
ported merchandise. 

Kansas City dealer Frank Paxton, 
Jr. said he was first approached by 
salesmen. He now air mails his orders 
direct to Europe or the Orient, ca- 
bling if necessary. 

A salesman first solicited business 
from Thomas E. Player, purchasing 
agent, Alexander Schroeder Lumber 
Co., Houston. He now places orders 
directly with salesmen or with foreign 
offices through a letter of credit. 

Mail and telephone orders are now 
placed by Sherman Robinson, man- 
ager, Rio Grande Lumber Co., Salt 
Lake City, after interest stimulated by 
a personal call. George F. Russell, 
manager, Millard (Neb.) Lumber & 
Grain Co. orders Japanese plywood 
through a salesman while Omaha deal- 
er George J. Vana said he was 
reached first by a Kansas City ship- 
per, who promised a cheaper price on 
Japanese plywood. 

Markups on various items vary con- 
siderably, generally 50% to 100%, 
according to F. D. Young, manager, 
DeForest Wood Products Manufac- 
turing Co., St. Louis. A Memphis 
dealer reported this schedule: plywood 
35%, lumber 30% and glass 3344%. 

Foreign hardware was used by 
Bill Kitchen, manager, Lansing Build- 
ing Supply, Ltd., Willowdale, Ont., to 
bring domestic manufacturers who sold 
direct to builders into line. Manufac- 
turers in Canada, says Kitchen, have 
been reluctant to set up a retail lum- 
ber dealer on a jobber basis. 

Imports of butts, cabinet hardware, 
tools and other items, said Kitchen, 
allowed him to be competitive with the 
jobber wholesaler selling direct to the 
builder. Consequently, some Canadian 
manufacturers have changed their pol- 
icy to include sales to retail building 
firms after witnessing the potential 
through this outlet. 

Reaction against imports. In some 
areas, there appears to be a growing 
dealer reaction against imports. Home 
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FOR $10,000 HOMES | 


$14,000 HOMES 


SulouiiFloain BUILT-IN RANGES 


GAS OR ELECTRIC—BEST VALUE AT EVERY PRICE LEVEL 


Regardless of the price home, you can include the sales 
power of Suburban and offer prospects all 36 of the features 
most women wantin a built-in range. Here’s real quality at a 
price you can't beat! P/us — models available in both gas and 
electric to fit same size cabinet opening — interchangeable. 
Get your value-packed price from your local distributor. 
Send coupon today! 


Free Color Literature! 

Samuel Stamping and Enameling Company 
Dept. AL-49—— Chattanooga, Tennessee 

Send me complete information and prices on 
Suburban Built-in Ranges Gas Electric 


Name siieesnihalllbdiapasaiiviia 


ae ae —— 


Ph ere — 





Chef's Wagonette — 
an exclusive and 
portable companion 
to the outdoor grill, 
Has seat, Formica cut- 
ting board, condi- 
ment rack, utensil 
hangers, storage area, 


Club Series—Personalized with custom- 
er's initials. Rugged— made of finest 
woods. Colorful enamel finish; non- 
slip rubber feet. Ideal indoors or out. 


Tie in with Gochen for stepped up sales ! 
Most complete and fastest selling line! 


Zephyr Swing—smooth in action—posture-safe in 

its form-fitting seats. Constructed for years of use. 

Appealing colors in weather-resistant enamels. 
GOSHEN 


goshen sz 


Eatatdizhed in 1891 


Combine shipments 
— cut costs with 


=] MU ee ii -i-fe) 


WOODEN and ALUMINUM 


LADDERS 


Send coupon for new full-color catalog! 
Goshen Manufacturing Co., Dept. F 

Goshen, Indiana 

Please rush new 36-page 1959 catalog in full 
color, plus data on 
Name____ ES 
Address___ ; ' a3 
City na 2 bck, : dias 
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SYMONS 
Steel Stake 


Pullout hole 
for easy 
removal 


Can Be 
Reused 
indefinitely 


Easily secured 
to lumber 

can be nailed 
every 1” OC 


‘I’ beam design 
drives easier, 
holds best 


Drives easily into 
hard earth. Can be 
used for practically 
any type of stake 
work. This popular 
and profitable item 
is available in 12’, 
18”, 24”, 30”, 36’ 
and 42” 


S&S Syms 


SYMONS CLAMP & MFG. CO. 
4267 Diversey Ave., Chicago 39, Ill., Dept. D-9 


Please send complete dealer price information 
on your STEEL STAKE. 


Hi-Carbon 
Alloy Steel 
tough to bend 


Rugged point 
with minimum 


sizes. deflection 





Nome 





Firm 


Address ientniaihnniai See 


- ee | State. 





Cr — 
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(Here's the one that ) 


WON'T SHRINK 


This modern plastic in 
powder form makes 
lasting repaits in tile, 
wood or plaster. Pays 
dealers a bigger profit 
SELLS BETTER because 
it WORKS BETTER. 








st dealers re port: 

sales of 

1am Rock ° 

Ww ater Putty 

doubling, year ¢ 

. '.” What’s more, 
Durham’s Rock- 
Hard Water Putty 
gives you by far the 
best profit margin on 
any product of this 
nature. Use it yourself, and you'll quickly 
see why it sells so , and re peats so regu- 
larly, Many patching materials may shrink, 
fall out or chip off. Durham’s Rock-Hi ud 
W: ater Putty does not shrink. Absolutely 
not. It sticks and stays put. You can saw or 
chisel it, paint or polish it to a velvet smooth 
finish. Easy to use. Keeps indefinitely. So 
economical, Just mix with water as 
needed. *® Packed twelve 1-lb. cans or six 
4-lb. cans to case. Keep some of each on dis- 
lay. Available in 25, 50, 100-lb. drums for 
industrial users. Order from your jobber. 


The PLASTIC Repair Material 
in POWDER Form 


Circle No. 42 on Handy Cover Card 


= DONALD 
DURHAM 
COMPANY 


Box 804 


-8 
Des Moines, 
teowa. 





Lumber Co., Hialeah, Fla., reports 
they have been steadily cutting out 
one item after another in the past two 
months so that now, outside of nails 
and bolts, they have only some mason- 
ry bits left. 

Home Lumber says the quality 
changes too much from shipment to 
shipment, even from one box of an 
item to the second box. Competition 
has knocked out most of the profit 
spread in the sale of imported products, 
so that yards are switching back to 
American-made goods. 

On Long Island, New York, Philip 
Bossert, speaking for Meadowbrook 
Lumber Co., Bellmore, said: 

“General discount houses in this 
area have given the cheap foreign tools 
and hardware such a bad name that 
we will not touch them. We feel our 
customers do not want items of this 
quality. And since we guarantee all 
items, we could not make good on the 
imported tools.” 

Meadowbrook’s hardware manager, 
Vincent Savio, said that even the low- 
est-priced lines of American brands 
are so much better than any of the im- 
ported hardware that he would never 
recommend the foreign goods. 

In Clifton, N. J., Charles Pierce, 
manager, Lumberama, a do-it-yourself 
supermart, said he carries a small line 
of imported tools and hardware, but 
only for comparison purposes. He 
agreed with Saul Slaff, partner in the 
Handyman Shoppe, retail supermart 
division of the Home Builders Supply, 
East Paterson, N. J., who said: 

“We find we can sell quality hard- 
ware easier to our homeowner trade 
than the low-end foreign items. Our 
problem is to build confidence among 
handymen. We will always recom- 
mend domestic tools and hardware.” 

Up in Massachusetts, George V. 
Moore, Moore Lumber Co., Ayer, 
said: “We want hardware with a 
brand and reputation behind it.” His 
store does not sell imported tools. 

Loyalty to American-made goods 
was emphasized by several dealers. 
Here are some of their reasons. 

“We don’t think that American 
goods are any higher in price if the 
quality is analyzed, grade-for-grade,” 
remarked a spokesman for Holladay 
Lumber & Hardware Co., Salt Lake 
City. “We believe it’s important to 
feed the people here rather than buy- 
ing foreign goods and putting Amer- 
icans out of work.” 

Nick Farina, manager, German- 
town Lumber & Millwork Co., Phila- 
delphia, said his firm bought butts 
from Germany and Italy for a while, 
but “when they started making them 
in this country for the same price at 
the same quality, we switched over.” 

Two southern dealers also went on 
record against foreign-made goods. 
Maurice Specter, partner, Robert 
Specter Lumber Co., Atlanta, said he 
favors native suppliers. Charles Goe- 
ring, Erlanger (Ky.) Lumber Co., said 
he fails to see the advantage of adding 
such lines when local sources can “of- 
fer just as much.” 
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New selling tool 
from 


“SCOTCH” BRAND ! 


Free Paint Brush Collar (reg. 20¢ value) in Every 98¢ Box 


* Keeps paint brush handle clean—rinses out like a sponge. 
* High profit—fast selling—consumer tested premium offer. 


* Advertised in "Better Homes & Gardens,” “American Home” 
and on 7 ABC-TV daytime shows. 


eeoeeeceseesee eeoeceeeeeeeeseeees 


ORDER NOW! 
Cat. No. 185 


12-98¢ rolls “‘ScorcH’’ BRAND Masking 
Tape 34” x 90’ in special display carton. 


Sells for 





ies tr 


ae ; ny EACH BOX 





Another Sharp Selling Tool 


14 inch Stainless Steel Frozen Food Saw 
Special Consumer “‘Send-In”’ Offer: 50¢ 
with word “Scotcu” from top of box of 
*““SCOTCH”’ BRAND Freezer Tape. 


Catalog No. 178 
12 rolls 98¢ 34” x 90’ 
List Price $11.76 








SENSITIVE AOWESIV 
CANADA: LONDON, ONT 


Miianmesora )/fimine ano \ffanuracrurine company 
... WHERE RESEARCH IS THE KEY TO TOMORROW 
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Domestic suppliers tell why 


IMPORTS Hurt Dealers, Consumers 


Profitwise, dealers will be better off in the long run by sticking with Ameri- 


can-made goods, 


One of the nation’s major manu- 
facturers of builders’ hardware went 
in the red last year for the first time 
in 19 years. 

The president of this firm, in his 
annual report, blamed imported resi- 
dential hinges for the firm’s deteri- 
orating financial position. These hinges 
had been a bread-and-butter item for 
the company for many years. Foreign 
hinges had stolen this segment of their 
market. 

To a lesser degree, this same story 
is being repeated by the manufac- 
turers of plywood, hardboard and 
many other building materials, which 
are being undersold by imports. 





“*Can't Lick 'Em? Join Em!"’ 


Some manufacturers have given 
up trying to compete with foreign 
items and have decided to man- 
ufacture abroad. 

The Lufkin Rule Co., for ex- 
ample, recently made arrangements 
with a firm in England to manufac- 
ture a line of Boxwood rules under 
their own brand name for importa- 
tion into this country. 

“It has become impractical to 
manufacture these items in this 
country and maintain a reasonable 
price,” explained J. H. Walsh, mer- 
chandising manager. 

“There is a very limited demand 
for these items, but we feel it is 
in the best interests of our distri- 
butors and retailers to make these 
items available. This is the only 
item in our line which we cannot 
manufacture and match both price 
and quality of imports.’ 

Paul Robin, sales manager, 
Penn-Akron Co., a major hardware 
manufacturer, said that competing 
foreign cabinet hardware can be 
produced for 20%-70% below 
their costs. His firm is considering 
setting up a separate corporation 
to handle imported hardware to 
supplement their American-made 
lines. 

“The only answer I can see,” 
declared Robin, is “if you can’t lick 
‘em, join ’em!” 











manufacturers advise. 


Retail lumber dealers are hurting 
themselves, as well as their customers, 
by selling most imported goods, do- 
mestic suppliers warn. 

Stem the tide. B. S. Falk, sales 
manager, Independent Lock Compa- 
ny, made this comment: 

“While many buyers may be at- 
tracted to foreign-made goods because 
of the price, they will soon find out 
by experience that they are only hurt- 
ing themselves in the eyes of their 
customers and they will have more re- 
turns and trouble than they ever an- 
ticipated. 

“I strongly believe that when more 
and more dealers compare notes in 
this regard, the tide will be stemmed 
and the trend reversed. Furthermore, 
I believe that dealers should give very 
careful consideration to such elements 
as service, deliveries, replacement 
parts, repairs and, above all, the re- 
liability of the manufacturer and the 
possibility of recourse when something 
goes wrong.” 

Falk said that a recent survey 
among quite a few of their distribu- 
tors indicates they are dropping these 
lines because of inferior quality. 

Many dealers, warned industry 
spokesmen, fail to realize their own 
responsibility as vital links in the chain 
of distribution. 

“One of the dealers’ main concerns 
should be customer satisfaction and 
he is jeopardizing this by attempting 
to sell inferior, imported products,” 
declared P. H. Grevengoed, advertis- 
ing manager, Dexter Industries, Inc. 

Thomas B. Andrews, sales manager, 
Southern Screw Co., also emphasized 
this point. 

“Actually, we do not believe that 
lumber and building supply dealers 
realize the serious threat to their own 
business that they are creating by han- 
dling foreign products. 

“Many of these foreign products 
that can be produced to advantage 
costwise because of cheap labor are 
products that are manufactured in the 
United States by large numbers of 
American workers.” 

Andrews said his firm is trying to 
lick imports by stressing quality, vari- 





No Import Quotas Needed. 
Distributor Tells Producers 

M. C. Davidson, a past presi- 
dent of the National Plywood 
Distributors Association, speaking 
recently at the annual meeting of 
the Hardwood Plywood Institute, 
urged manufacturers to encourage 
jobbers to handle foreign plywoods 
to keep them in the proper chan- 
nels of distribution. 

“Otherwise,” he said, “there will 
be a complete market breakdown 
that will prove detrimental to both 
of us. I do not feel that quotas 
are needed on foreign plywoods. 
Foreign countries or manufacturers 
should continue to set their quotas 
voluntarily as they are now doing.” 

Davidson is president of a chain 
of distributors’ warehouses in Tex- 
as, Louisiana and Mississippi. 











ety, easy availability, attractive pack- 
aging, useful literature, etc. 

In fighting imports, Grevengoed said 
Dexter Industries stresses quality, deal- 
er service, reputation and availability 
of continuous supply. He pointed out 
that the difference between inexpen- 
sive and quality hardware is only a 
few dollars per home—less than 1% 
of the cost of a $15,000-$20,000 
home. 

Hardboard situation. The hardboard 
industry has been increasingly feeling 
the impact of imports. So much Swed- 
ish hardboard is being imported that 
in 1954 the Secretary of the Treasury 
“found” that it was being dumped in 
this country. Although the finding is 
still in force, imports from Sweden 
continually increase. 

“What does a building material 
dealer lose in order to gain a temporary 
price advantage?” asks Donald Lin- 
ville, executive secretary, Hardboard 
Association. 

“Delivery schedules cannot be re- 
lied upon. The dealer does not enjoy 
the benefits of the promotional and 
advertising programs designed specifi- 
cally for them. Imported boards are 
not offered in a wide range of sizes, 

(continued on page 82) 
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Zonolite scoops the industry... 


NEW KIND OF INSULATION 
FOR BLOCK ..« CAVITY WALLS 


Vactually sheds water Vdoubles insulating value of walls 





Gets You Business 
RIGHT NOW 
in these type bvildings 

(_] Motels 

C] Schools 

) Homes 

C) Churches 

(CD Farm Buildings 

(] Industrial Plants 
) Shopping Centers 
() Cold Storage Jobs 





Leave it to Zonolite to make the 
most dramatic improvement in in- 
sulating materials! Now ready for 








you, Zonolite introduces an en- 
tirely new kind of masonry fill 
insulation that’s really water-re- 
pellent, lightweight, inexpensive. 
Pours freely from bags, flush into 
cores and cavities—in-and- 
around reinforcing and other ob- 
structions. Saves time, labor, 


SELLING FEATURES GALORE WORK FOR YOU! 


* CUTS MASONRY WALL INSULATING COSTS OVER 60% 





* CUTS HEAT LOSS UP TO 50%—AIR-CONDITIONING COSTS, 25% 





* EASY TO INSTALL—2 MEN CAN INSULATE TYPICAL HOME, 2 HRS. 





*% POURS FREELY FROM BAG—WON’'T SNAG OR BALL UP 





* LIGHTWEIGHT * WON'T SETTLE * PERMANENT 


Zonolite Masonry Fill Insulation is 
the entirely new and revolutionary 
material for block, tile and cavity wall 
construction. Each granule is sealed 
permanently against moisture in a 


Get Your Share of Profits in the Whopping 
$400 Million Block and Tile Market 


Here, at last, is the kind of insulation the masonry construction 


process so completely different, it’s 
been granted a U. S. Patent. Water 
won’t penetrate. Moisture is locked 
OUT, insulating value, locked JN... 
permanently! 


field has waited for...and needed! It now gives you a chance to Pie 
share in the profit opportunity of a big, bustling, booming in- my 
dustry —a tremendous and still-growing $400,000,000.00 market. Name____ 


Don’t miss out on this 
new profit opportunity! 
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Store Name 


ZONOLITE COMPANY Dept. At-49 


135 S. La Salle St., Chicago 3, Illinois 


Send me complete information on Zonolite Masonry 
Fill Insulation and details of 8-Point Partnership 


tw CONOLITE 


MASONRY FILL INSULATION 
gives you profit dollars you never got before 


money. Tests prove it cuts heat 
loss in half —saves on heating, re- 
duces air-conditioning costs. 

Zonolite Masonry Fill, newest 
addition to the famous line of 
Zonolite insulations, is the per- 
fect tie-in item on every block 
and tile order. Turns one sale into 
TWO sales. No added delivery 
cost because it easily top-loads 
on other masonry supplies. 


CASH-IN 
NOW! 


8-POINT 
“PARTNERSHIP” 
PROGRAM 
This action-compel- 
ling plan helps you get 
off to a quick start to tie 
in with national adver- 
tising now appearing. 
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APRIL 


ON EACH OF THESE DATES, OVER 45,000,000 TV VIEWERS WILL 
SEE DYNAMIC DEMONSTRATIONS OF SHADESCREEN ON KAISER 
ALUMINUM’S HIT WESTERN ADVENTURE SERIES, “MAVERICK”. 





ShadeScreen ...sell it for the sunny 
side of the house! 

Keeps rooms up to 15° cooler 

Reduces glare and prevents sun-fading ee 
Gives daytime privacy = 
Lowers air-conditioning costs 


Can‘t rust—minimum maintenance 


05 6 0 a PW 4 Fo 


Easy to install 
Keeps out flying insects 


Sell ‘Em The New ShadeScreen Frame Too! 
New for ’59! A do-it-yourself extruded frame 
made especially for Kaiser Aluminum Shade- 
Screen. Packaged with corner braces, screws 
~~ spline for easy stocking —fast, profitable 
selling. 
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JUNE 21 JUNE 28 


. 


7 KAISER 


ALUMINUM 


Trademark — a louvered screening product made by Kaiser Aluminum. 


“Maverick” features Warner Bros. stars James Garner and Jack Kelly. 
Seen every Sunday evening on the ABC Television Network. 


Kaiser Aluminum & SIGNED- 
Chemical Sales, Inc. 


Building Products Dept. 1013 COMPANY NAME 
919 N. Michigan Avenue 
Chicago 11, Illinois ADDRESS___ 





Please have your Shade- CITY —______ 


Screen representative 
call so we can get full in- PHONE NO.___ 
formation about the new 
ShadeScreen Sales Cen- 
ter and the 1959 advertis- 
ing and merchandising 
program. 





eT ee ee ee ee 
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IMPORT PROBLEMS 
(begins on page 78) 





types and specialty boards, as are con- 
tinually being developed domestically. 

“The dealer and industrial users of 
hardboard rely heavily on the tech- 
nical and the sales engineering staffs 
of domestic producers when problems 
arise,” Linville added. “Importers of 
foreign hardboard offer no such serv- 
ice. They do not support any orderly 
distribution pattern. Furthermore, they 
do not recognize the lumber dealer as 
their only outlet; they also sell direct 
to the dealers’ customers. 

“Although labor union headquarters 
publicly support the free-trade theory, 
their locals have always supported the 
industry’s efforts for reasonable tariff 
protection. Plant employes know that 
increased imports of hardboard result 
in exporting jobs abroad.” 

Lower profit margin. “We believe 
that, in the long run, dealers should 
realize that they make less profit when 
they handle imported merchandise,” 
declared Charles M. Jones, vice-pres- 
ident for sales, C. Hager & Sons Hinge 
Mfg. Co. 

“They should also take into consid- 
eration that they are taking money 
away from people who produce in 
this country and eventually they, too, 
will be affected.” 

Louis J. DuFresne, sales manager, 
Schlage Lock Co., said he considers 
imports “a real threat.” 

“People I never thought would be 
interested in foreign merchandise are 
buying hinges, for example. Builders 


are counting the pennies. Some of the 
mass builders (not the better class) 
will put quality hardware on the front 
door and imported door hardware of 
inferior quality elsewhere in the house. 
Trouble-free quality hardware only 
means a few dollars more and builders 
should stick with it.” 

A fruitless effort to meet foreign 
competition in one line has forced 
The Lufkin Rule Co. to start manu- 
facturing this line abroad, said J. H. 
Walsh, merchandising manager. 

“We recently made arrangements 
with a firm in England to manufacture 
a line of Boxwood rules under our 
brand,” explained Walsh. “It had be- 
come impractical to manufacture these 
items in the United States and main- 
tain a reasonable price. In fact, we 
and the only other manufacturer in 
the country have both discontinued 
making them due to the very limited 
demand, but we feel it would be in 
the best interests of our distributors 
and retailers to make these items 
available.” 

Walsh said this item was the only 
one in their line in which they cannot 
match imports on both: prieg and’ qual- 
ity. He urged distributors and dealers 
to rely on their established brand- 
name manufacturers, rather than at- 
tempt “to sell off-brand foreign prod- 
ucts.” 

Steal design. “A Japanese manufac- 
turer not only copied the pattern, but 
also the features of our early Ameri- 
can line of cabinet hardware,” de- 
clared Toby N. Tobias, general sales 
manager, Ajax Hardware Corp. The 
Japanese can sell from 10% to 25% 
below us. We suggest that the duty 





Japs Steal Hardwood Plywood Market 


U. S. producers fear ‘‘open hunting season" as foreign 
imports take 53% of their market. 


Imported hardwood plywood has 
struck a hard blow at the domestic 
market. In 1951, the year the duty on 
hardwood plywood was slashed 50%, 
imports represented only 8.3% of the 
domestic consumer market. 

Today hardwood plywood imports 
have taken over 53% of the U. S. 
market, says Clark E. McDonald, 
managing director, Hardwood Ply- 
wood Institute, in a statement to 
American Lumberman. 

Just when the domestic market was 
ready to expand—flush doors were 
becoming a factor, wall paneling was 
on the upswing and hardwood ply- 
wood was moving into the kitchen and 
family room—Japan entered the mar- 
ket with prices under American pro- 
duction costs. 

In many cases, McDonald says, the 
American producer was forced by im- 
ports to discontinue the type of panel 


he could make best and cheapest and 
compete with other American pro- 
ducers in markets not yet invaded by 
imports. Disastrous competition result- 
ed. 

“The American hardwood plywood 
industry,” asserts McDonald, “has no 
thought of accepting defeat and turn- 
ing its markets over to the Japanese 
and a few other foreign producers. 

“It has appealed under the Escape 
Clause of the Trade Agreements Act, 
calling for a rollback of plywood im- 
ports to a “reasonable quantity in re- 
lation to the demands of our market.” 

Failing favorable action, says Mc- 
Donald, “the Government by its own 
actions will have served notice on the 
Forest Products Industry and other 
American industries that it is open 
season on American producers and 
foreign producers need no hunting li- 
cense.” 





on these imports, which are in direct 
competition with American products, 
should be raised to make them di- 
rectly competitive pricewise. 

“Dealers can make a better profit,” 
Tobias added, “by sticking with Amer- 
ican-made goods because they can 
write a bigger ticket.” 

Inferior imported door closers were 
mentioned specifically by two spokes- 
men for builders’ hardware suppliers. 

“We have tested a lot of foreign 
door closers—British, Swedish, West 
German and Japanese—and none 
have met the quality standards of 
American closers,” declared L. Curtis 
Booth, vice-president, American Hard- 
ware Corp., P. & F. Corbin Division. 

“Most of the foreign designs are out- 
moded and their working parts inferi- 
or to our American closers. None of 
the closers tested had the piston dis- 
placement we consider necessary. 
Arm fittings and bearings were weak 
and subject to excessive wear and 
packing at the spinkles and valves 
was inadequate, resulting in fluid leak- 
age. None met the minimum require- 
ments for closing force demanded of 
American-made closers, although 
they were rated for size according to 
accepted numbering or lettering sys- 
tems.” 

J. E. Fox, Jr., sales manager, resi- 
dential hardware division, Sargent & 
Company, said that one imported 
spring closer in particular is causing 
trouble. 

“It doesn’t meet government speci- 
fications and sells for about $2 under 
a comparable domestic product,” Fox 
said. ‘““We’ve run tests on them and 
find they have a short life.” 

“Imports are a critical problem,” 
declared Richard C. Fritz, advertising 
manager, McKinney Manufacturing 
Co. “In a year when building gener- 
ally was at its highest level ever, we 
sold hardware at prewar price levels 
in order to hold our volume against 
the imports. Obviously, this is a losing 
proposition in face of substantial in- 
creases in operating costs. 

“Our trouble started about five 
years ago,” added Fritz. “First, it was 
English hinges that gave us trouble; 
the German hinges pushed the Eng- 
lish out of the picture and now the 
Japanese are pushing out the Ger- 
mans.” 

Fritz said the U. S. wage scale is 
about 20 times the Japanese scale and 
four times the German scale. 

“To meet Japanese competition on 
residential hinges, we’ve cut our prices 
but the Japs still undersell us. Con- 
sequently, we have turned to specialty 
items like sliding door hardware, 
which do not lend themselves readily 
to importation. 

“However, the only real solution to 
this problem,” concluded Fitz, “is 
some kind of a quota on imports, 
which compete with American-made 
goods simply because their producers 
have ignored American standards of 
quality in order to make them cheap- 
es 


(continued on page 86) 
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Did you say 
Unhanded 2 
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CADET 
ALL ALUMINUM SLIDING GLASS DOORS 


Yes...we said unhanded | 


Plus all these added extra features... 





* COMPLETELY WATER-TIGHT 
*& LOWER SELLING PRICE 

* ALUMILITE FINISH 

* UNSURPASSED BEAUTY 












































The Capri CADET all aluminum Sliding Glass Door is 
engineered with exclusive new design two-piece tension mounted 
interlocking stiles making all two light units completely 
interchangeable, RIGHT or LEFT sliding... before, during, or 
anytime after installation. Stock only one unit for the normal 
two. No mistakes in shipment or installation. Universal design, 
including hardware, eliminates multiple type units and simplifies 
installation. No more worries about big inventories. Stock one 
unit and save money, save space, save time, save worry, 

save mistakes, and make more money with the Capri 

CADET Sliding Glass Door. 


Sell with pride the all new Capri CADET with the outside slide. 


For a complete line ...sell the Custom Deluxe Capri Continental 
Series sliding glass doors especially designed for one inch 
insulating glass or one-quarter inch plate glass. There’s none finer. 


Write for complete details on the profit making Capri line. 


' T. V. WALKER & SON, INC. 217 N. Lake St.—Burbank, Calif. 5 


Please send information. Dept. Al-49 9 


() Budget Priced Capri Cadet [-] Custom Deluxe Capri Continental ff 
NAME 
COMPANY 
ADDRESS 











CITY ZONE STATE 
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x Finest in STVLE-ability! 





M-D PUSH GRILLE NO. 11* 
Made especially for storm 
doors, Available for 32” or 
36” door, 12” high. 
*initiel Optional. 


M-D PUSH GRILLE NO. 4 
A graceful and very inexpensive push 
grille. 4” high for 32” or 36” doors. 


M-D PUSH GRILLE NO. 6 
For aluminum or wood doors. 6” high for 


21”, 23” and 27” insert panels and for 
regular 32” or 36” doors. 


M-D PUSH GRILLE NO. 16 
Made especially for combination doors, 
15” high for 21”, 23” and 27” insert 
panels and for regular 32” or 36” doors. 


BUILDERS 


M-D PUSH GRILLE NO. 23 
Made especially for 32” or 
36” combination doors. Ap- 
prox. 23” high. 








M-D PUSH GRILLE NO. 414 " 
Diagonal bars adjust to 
door width. In 2, 3 or 4 bar 
styles for 32” or 36” doors. 


M-D PUSH GRILLE NO. 15* 
Graceful addition to any combina- 
tion door; wood or metal. 16 high 


for either 32”, 36” or 42” doors. 
* Initial Optional 





M-D PUSH GRILLE NO. 12 
A handsome grille made especially for 
storm doors. Available for 32” or 36” 
doors, Grille is approx. 12” high. 


M-D PUSH GRILLE NO. 15-42 


An elegant addition to any combination 
door. 16” high for 42” doors. 


Sold by all Hardware, 
Lumber and Building 
Supply Dealers. 


DEALERS ORDER TODAY—your order will 


receive prompt shipment. 














x Fastest in SALE-ability/ 
NCEA decorator designs! 








jmd | DOOR GRILLES available in 3 Rust Proof 
Tarnish Proof, LIFETIME FINISHES 
Alacrome, Albras and Albright 


M-D FITS-ALL NO, 5 M-D FITS-ALL NO. $6 M-D FITS-ALL NO. 8 M-D FITS-ALL NO. FS M-D FITS-ALL NO. 9 


Fully adjustable for Very graceful in design Features M-D's patented Can be adjusted to fit A distinctive grille de- 
nearly all standard size and is fully adjustable “flower-pot” style hold- all doors from 22” to signed to fit all standard 
screen or metal combi- on standard size screen er; for most standard 30” wide, and from 75” doors and adjustable tc 
nation doors. , size doors. to 55” high. many others. 
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Tale Wan exe le ilar 
Consumer Magazines! 


M-D FITS-ALL NO. 1 M-D MESH GRILLE Nu-WAY SCREEN 


Accordion-like action of Interlaced ribs form DOOR GRILLE 

this grille permits ex- strong protection. For For doors or window 

pansion to fit all doors. 32” and 36” doors. guards. Fits 30”, 32”, 
36” and 42” doors. 


MACKLANBURG- DUNCAN ot o 


onIbAY, 1 Products @ Box 1197 @ Oklanoma City |, Oklanoma 














IMPORTS (begins on page 70—also see pages 72, 78. 82) 











Wholesaler Says U.S. Could 
Take Over 98c Tool Market 


The 98¢ Bartain Table promotion, 
which Sacramento Wholesale Hard- 
ware sells retail lumberyards, is car- 
rying an increasing percentage of 
items of U. S. manufacture, according 
to manager Grant Matthews. 

“American tool manufacturers are 
coming to realize there’s an impor- 
tant 98¢ market for light service 
tools,” Matthews said. “We're doing 
our best to convince them as we'd 
prefer to have all U. S.-made items on 
our bargain tables.” 

Currently about one-third of the 
bargain-table items serviced by Sac- 
ramento Wholesale Hardware are of 
foreign manufacture. 


have been good,” Matthews comment- 
ed, “but delivery is terrible. You can’t 
count on when you're going to get 
items you may need badly.” 

Sacramento Wholesale Hardware’s 
bargain tables in lumberyard stores 
usually are completely serviced by 
SWH salesmen, with the retailer pay- 
ing little attention to them, save for 
ringing up the sales. Given a good 
location in the retailer’s store, turn- 
over is reported excellent. 

“American tool manufacturers 
should realize there are two tool mar- 
kets,” Matthews said. “These cheap 
bargain table tools seem to sell best 
in the off-season for standard me- 


THIS 98¢ BARGAIN TABLE at Sacramen- 
to Wholesale Hardware offers many 
choices. The trend is toward more items 
of domestic make; about one-third of 
the tools shown here come from over- 


“Qualitywise, our foreign items chanics’ hand tools.” seas, 


VOTE ON IMPORTS! 


On the preceding pages you have just read the arguments of a hotly-debated 
controversial issue on imports which goes deeper than dollar profits. How do 
you vote? 

] Yes No Py a EEGs kb 0 Oe Ra tem ee ee 

IMPORTED LOCKSETS ARE POPULAR 
with both homeowners and small con- 
tractors at the Clackamas Street yard 
of the J. W. Copeland Yards, Portland, 
Oreg. Company treasurer Frank Gray, 
who is holding two different types of 
West German locksets, says they are 
good quality. 


(Mail your vote or write your opinion to the Editors, American Lumberman, 
59 East Monroe Street, Chicago 3, Ill.) 











-_ PLATED WASHERS 


Here’s modern merchandising in staple, 
small-unit merchandise. Save extra 
handling ... build up the sale automat- 
ically. Washers are pre-counted, ma- 
chine-packaged. Only Wrought Washer 


Z== Write to Business Ext depart 
makes KLIP-PAC! All standard sizes, = —— ane ee 
3/16” to 5/8” bolt size. 


ORDER FROM YOUR JOBBER. ‘Lumbermens ATUL es eltuay 


WROUGHT WASHER MFG. COMPANY SS. a Division of KEMPER Insurance 


The World's 1 t Prod of Wash 
2203 SOUTH BAY sree MILWAUKEE 7, WISCONSIN anita en CUMCACD 4) 


a 34 page booklet especially prepared 
to guide lumbermen in buying 
correct insurance protection. 














Circle No. 48 on Handy Cover Card 
April 13, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 


Circle No. 47 on Handy Cover Card 











AEIEDO gist A : oe 
Builders save, you sell more Sone Senne # high-profit Georgia-Pacific 


Factory-Sealed Bevel Siding. G-P special immersion-sealing process eliminates 


er . > 


- ‘ ~~ 
° ° . 5 ; a pe AS >. ° 
on-the-job priming — saves up to $40. per M feet! Ca Paint or 


stain finish-coats flow on faster, cover better, last longer. New plastic-coated, 


Ne 
heat-sealed package \@® S< * cuts handling time and damage loss! 
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Sizes of 
Modular 
Sheet 
Packets 


All Packets 


Modular Loading for Sheet Materials 


The McCracken Modular Lumber 
system, which provides unitized pack- 
aged shipments in boxcars for me- 
chanical unloading at the retail yard, 
has been adapted for sheet materials. 

In the McCracken lumber system, 
you find board footage of any packet 
by merely multiplying the length of 
the packet by 20. The multiple of 20 
is used in all modular units of 1” or 
2” lumber regardless of the length of 
the unit. This is an exclusive feature 
of the modular system. 

Packaging of sheet materials also has 
a mathematical basis. 

You see above the pieces of differ- 
ent thickness 4’x8’ sheets with their 
square footage which can be exactly 
divided into 742” thick packets. 

This applies to plasterboard, ply- 
wood, rigid insulation, hardboards 
and similar sheet products. 

Each packet of the same material, 
but of different gage sheets, will be 
74" thick. The square footage of the 
packets, however, will change ac- 
cording to the number of sheets. 

Advantages. “For example, take 
one packet of 30 pieces, %4”x4’x8’ 


88 


plasterboard, which contains 960 
square feet,” McCracken said. 

“If one piece weighs 34.4 pounds, 
then 30 pieces will weigh 1,032 
pounds, regardless of the gage. Thus, 
we can standardize on the weight of 
equipment to lift the packet and the 
size of the throat to fit over it.” 

Since plasterboard is easily dam- 
aged, it does not lend itself to end 
loading, McCracken said. The ideal 
method, he said, is to attach a long- 
leg shovel to the McCracken Mod-U- 
Lift boom for lift trucks.* 


BOOM 10’ 


SIDE 


—_— 


er 


TURNS 
360° 
MOD-U-LIFT BOOM ATTACHMENT for 
lift trucks wth shovel. Boom can be used 
for both lumber and sheet materials. 











Packets up to 4’x12’ can be re- 
moved from a 40’ boxcar through 6’- 
wide doors, according to McCracken. 
A 4,000-Ib. capacity lift truck is suf- 
ficient to handle the weight either 
from rail or platform level, he said. 

Counting and handling. “Take a 
40'6”x9’2” boxcar with 6’-wide 
doors as an example,’ McCracken 
explained. “With the Mod-U-Lift, set 
one packet of '%4”x4’x8’ plaster- 
board on a rubber dolly and roll back 
to a corner of the car. Load nine 
more packets until the floor is cov- 
ered except the 14” down through 
the center. 

“Each packet is raised with a lift 
bar to remove the dolly. Three 
1”x4’x4’ stickers are inserted. 

“You continue this procedure until 
10 layers have been loaded. You now 
have five packets long by two wide 
and 10 layers high, or a total of 100 
packets. If each packet is 742” plus 
%4” for the stickers, the height will 

(Continued on page 90) 
* The Mod-U-Lift attaches to a lift truck. It 


reaches into a boxcar, the pockets placed on a 
shovel which is at the end of the boom. 
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Weyerhaeuser 
PANEL PRODUCTS 


WEYTEX hardboard is a 
real money-saver for sliding 
doors. No hardware is re- 
quired as the smooth, non- 
splintering edges glide 
evenly between molding 
strips or dadoed guides. 
Warp-resistant, dimension- 
ally stable and with a tough 
mar and scratch-resistant 
surface, these dependable 
panels are built for top per- 
formance. And light-colored 
Weytex takes natural or 
painted finishes beautifully. 


<M , Weyerhaeuser Weytex and Versabord are 
a Ss engineered for superior performance in job after 
‘ : a job. This enables you to sell these panels with 
i confidence—creates more repeat satisfied 
: a ? customers—and gives you a dependable 
i ; f° fe Fs money-making line of panel products. It will 
ij a pay you to get the facts about Weyerhaeuser’s 
ie Silvatek dealer program, merchandising aids 
and distributor assistance. Write today! 


4 VERSABORD underlayment is absolutely 
free of grain and knots. Panels are pre-sanded on 
both sides and uniform in thickness. They lay flat — 
stay flat— providing a smooth base for tile, linoleum 
or carpeting. Finished floors take on new beauty 
and a longer wear life. For ‘“‘trouble-free’’ under- 
layment every time sell Weyerhaeuser Versabord. 


Ask your distributor for Weyerhaeuser Weytex and Versabord. 
For further information write: Silvatek Products Division, 
Weyerhaeuser Timber Company, Tacoma, Washington. 


Weyerhaeuser Panel Products 


WEYERHAEUSER Silvatek Products Division * Weyerhaeuser Timber Company 


Slivatek 
PRODUCTS Tacoma, Washington 
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MODULAR LOADING 


(begins on page 88) 





be 824%” with 3712” from the top of 
the load to the top of the car door. 

“We find that one packet of 
4, "x4’x8’ plasterboard has 30 pieces, 
960 square feet and weighs 1,032 
pounds. Then 100 packets will have 
3,000 pieces, 96,000 square feet and 
weigh 103,200 pounds. 

“If we had used %”x4’x8’ plaster- 
board we would have had 2,000 
pieces, 64,000 square feet which 
would still weigh 103,200 pounds.” 


The same procedure applies to all 
other sheet material. 

“If we used %4”x4’x8’ plywood, 
one piece of which weighs 25 pounds, 
our tabulation would be 3,000 pieces, 
96,000 square feet, 75,000 pounds— 
or 100 of the 4’x8’ packets of any 
gage fir plywood will weigh 75,000 
pounds, 

“The number of pieces and square 
footage will change with the different 
length packets. But if the car is loaded 
solid end to end, 10 layers high, the 
contents of fir plywood will weigh 
75,000 pounds.” 

Each packet is removed at its cen- 
ter, so there is no strain on the pieces 
because of short length, McCracken 
said. “The insertion of the thin shovel 
on the Mod-U-Lift boom does not 
mar the surface. The long boom al- 


lows maximum movement when re- 
moving the longer lengths,” he 
explained. 





Strapped Stickers to 
Replace Dowels 


The latest proposal in the load- 
ing procedures of McCracken 
modular lumber units is to strap 
two stickers to the underside of 
each packet at the mill, instead 
of using dowels. 

Jim McCracken told American 
Lumberman that either one or two 
packets could then be set on a 
dolly for moving to or from the 
rear of the car by raising the pack- 
et with a lift bar. 

McCracken says the following 
advantages could come from this 
change: 

e Eliminate hand sticking. 

e Provides space for insertion 
and removal of lifting equip- 
ment. 

Reinforces packet cross-sec- 


tion. 

Allows handling of two pack- 
ets in one lift. 

Wire or band cannot cut bot- 
tom edge of packet. 
Protective angles needed only 
on top edge of high grade 
stock. 

No loose pieces in car. 
Dunnage cost reduced. 

Wire in groove will not mark 
preceding packet. 

Only two men needed to load 
or unload; one man to stack. 











West Coast Mills Drag Feet 
On Unit Load Requests 

Fred A. Weber, president, Consum- 
ers Lumber in Spirit Lake, Iowa, has 
been buying unitized lumber since last 
May, using a 5,000 pounds capacity 
fork lift truck for unloading the 
strapped bundles. 

“We have had remarkable success 
with some of the pine mills in getting 
packaged cars, but I am very disap- 
pointed by the attitude of the West 
Coast mills,” Weber said, responding 
to a progress report on unit shipments 
in the February 16th issue of Ameri- 
can Lumberman. 

“If more mills would take the atti- 
tude of Elk Lumber Co., mentioned 
in your article as shipping McCracken 
modular units at no premium, I am 
sure they would find their business 
increasing. 

“IT have written to Elk Lumber 
about the possibility of placing busi- 
ness with them.” 

Colored Door Sales Climb 

Sun Valley (Calif.) Industries anti- 
cipates a 35% increase in the sales of 
its aluminum sliding glass doors in 
durable epoxy-finish colors this year. 

“Part of the increased sales activity 
is due to builders and architects whose 
interest has been aroused by the col- 
ored doors,” says Arthur J. Lopatka, 
vice-president in charge of sales. 


The firm is now adding new distri- 
butors in important areas. 





This Patented SAFETY CATCH 
feature HELPS TO SELL 


FRANTZ “400” ~ 


is he 


GARAGE DOORS 


A new experience in garage door operation awaits you when you open 
a Frantz ‘‘400” for the first time! There is no rebound, no movement 
back and forth. As door reaches full open position it stops. This one 
feature alone has placed the ‘“‘400’’ Series among the biggest selling 
doors in America! 


Get these new Frantz Garage Door Catalogues! 


No. 304 Illustrates and describes the Frantz No. 
400 Series as well as the complete line of 
Extension Spring overhead-type sectional 
and rigid doors. 
Frantz Torsion Spring Doors for residential, 
commercial, and industrial use, including 
the No. 800 Residential Series with exclu- 
sive Safety Catch. 


Garage Door Hardware only. For rigid or 
one-piece doors. 


Insert shows 

atented Safet 

olds the door } : 
in full open position, and 
assures clear opening 
with minimum headroom. 


Frantz Doors are Preferred by more Lumber and Building Supply Dealers 


FRANTZ MFG. CO. * STERLING, ILLINOIS 
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IMPROVED SURFACE AT LOWER COST 


FROM THE CHEMISTRY OF SYNTHETIC RESIN BINDERS 























GCramnrte JR@ared unvesarwenr 


Granite Board is news! It’s an improved underlayment 
for floor coverings. With a smooth, micro-sanded 
surface free from knots, patches and grain defects. 
And at a low, low price! 

Granite Board is made from resin-bonded Eastern 
White Pine. It is exceptionally uniform, dimensionally 
stable. Eliminates ‘show through” irregularities and 
cracks in wood floors and sub-floors. Needs no filling 


STRUCTURAL PRODUCTS DIVISION 
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or patching. Insulates. Reduces noise transmission. 
Resists indentations. Increases cushioning. 

Granite Board can be sawed, planed or routed. 
Nails firmly. Screws easily. Will not split. Uses include 
wall panels and partitions, as well as underlayment. 
Why not offer the advantages of Granite Board to 
your customers? Contact your nearest National 
office for full details. 


ational 
STARCH PRODUCTS INC. 


750 Third Avenue, New York 17 
3641 So. Washtenaw Avenue, Chicago 32 
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LUMBER MAP 


OF FINE 


NORTHERN 
HARDWOODS 


For more than half a century Northern 
Woods have been recognized for their 
high quality and satisfactory service. 
Today's products of the Northern region 
are better than ever—well-manufactured, 
accurately graded, properly dried. Con- 
sult the firms on this column for your re- 
quirements in all Northern Woods. 





* ‘ ‘Aarshfield & Park Falls, 
Roddis Plywood Corp. . Weenie 
Roddis Lbr. & Veneer Co. of Mich., Ironwood, Mich. 
Roddis Lb. & Veneer Co., Ltd. 

Savit Ste. Marie, Ontario, Can. 
Complete stock N. Hdwds., Hemlock, W. Pine, Ce- 
dor Pred., Maple, Birch, Fig. tidwd. Ven‘r'd Doors. 

Plywd. Modern Dry Kiin facilities. 





Subsidi f 
“Goodman Lumber Co... caiumet & Hexte, Inc 


Sales Office: GOODMAN, WISCONSIN 
Mills at: Goodman, Wisconsin and Mohawk, Michigan 


Northern Hardwoods, Hemiock, White Pine and Bass- 
wood, Hardwood Dimension, Planing Mill, Ory Kilns 
Rotary Cut Veneers 





*+J, W. Wells Lumber Co. . . Menominee, Mich. 


Hard Maple and Ook Flooring. Strip, Herringbone, 
Block patterns. Custom kiln drying. Upper grades 
Hard Maple and Birch jumber, rough 





tMember Maple Flooring Mfrs. Assn. 


*Member Northern Hemlock & Hardwood Mfrs. Assn 
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CASH SALES SLIPS are numbered numerically with an AB prefix with ‘‘cash sale” im- 
printed on grid lines. White copy goes to customer, yellow for delivery receipt and 


pink copy for the office. 


Forms Solve Bookkeeping Snafu 


By John F. Mazerick 
W. J. Brinen Lumber Company 
Muskegon, Michigan 


Like many other building material 
dealers with several clerks handling 
customer orders, we found that we 
developed a lot of headaches with 
personnel turnover. 

Although we instructed each clerk 


individually in our system, an investi- 
gation showed that our office staff 
was confused as to which orders had 
been a cash sale and which a charge 
sale. 

With a great number of clerks and 
with rush periods throughout the 
day, mistakes were bound to occur. 
Customers who had paid cash were 

(continued on page 99) 


CHARGE SALES SLIPS are numbered numerically with a ‘'B’’ prefix. White is the office 
copy, yellow is delivery receipt and pink is customer's copy. 
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Its easy and profitable to sell 
your customers what they want 


Easy because you can offer the right 
Sandpaper for any job .. . profitable 
because BEAR® Sandpapers come in all 
forms to ring the cash register fast 
and often. 


ADALOX® Paper and Cloth are the universal 
abrasives for almost all materials, hardwood, metal 
and hard compositions. Tough, industrial-type alumi- 
num oxide for hand or power sanding. 


GARNET Paper is the choice for soft wood, 
soft compositions, and coating removal from good 
furniture, by hand or handblock sanding. Made of 
natural garnet in a wide range of grits. 


TUFBAK® Waterproof Paper is the favorite 
selection for wet sanding between coats for finer fin- 
ishes. Used on primers, sealers, varnishes, color, with 
water, oil or other lubricants. 


NO-FIL® Papers are the popular choices for 
their resistance to loading. Used dry, they come in 
ADALOX for preliminary sanding, and DURITE fo: 
finishing. Sheets for hand or power sanding. 


SCREEN-BAK® Waterproof Mesh Cloth is the 


ideal selection for final dry sanding of all wood and 
compositions, and for wet sanding between finish coats. 
Sheets and discs for hand or power sanding. 


FLINT Paper is the old-time choice of 
low-cost sandpaper for limited paint removal, and 
common wood sanding around the house. In popular 
grits for hand or handblock sanding. 


NEW BEAR SANDPAPER RACK NO. 59, 
at left, is the dealers’ choice for 
volume sandpaper sales. This 
8-shelf merchandiser comes with or without 
popular-grit assortments. Designed for + % 
counter or wall use, and shipped assembled. & 


« ® 
BEHR-MANNING CoO. 


Te#2oy, BEwW Vee 


A DIVISION OF NORTON COM 
PANY NORTOND 


AGRASIVES 
BEHR-MANNING PRODUCTS: Coated Abrasives ~- Sharpening Stones +  Pressure-Sensitive Tapes 
NORTON PRODUCTS: Abrasives + Grinding Wheels + Grinding Machines + Refractories + Electrochemicals 


n Canada: Behr-Manning (Canada) Ltd., Brantford. For Export: Norton Behr- Manning Overseas inc, Troy, N.Y, US.A 
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Alcoa’s Big New Spring “Saturation’’Drive 
Set To Deliver Thousands of Prospects 


Dealers Selling Products of Alcoa Aluminum to Build Sales on 
Alcoa’s Radio, TV and Magazine Campaign. There are extra sales and profits 
for you in Alcoa’s big ’59 “saturation’”’ promotion. Alcoa is telling an audience of 67,000,000 about 
the many Care-free benefits of windows, doors, screens, awnings, sliding glass doors, insulation, 
hardware and other building products of Alcoa® Aluminum. 

This year, Alcoa’s support program is designed to tell your customers everywhere that—‘‘You 
Can Live With Aluminum!” Network radio, national advertising, network television and store 
displays will carry the story to virtually every prospect in the country—not once, but many 


times throughout the year. 


NBC—NETWORK RADIO 


MONIT@R 


Beginning March 28, Alcoa 
launches a schedule of 80 five- 
minute vignettes on Monitor—the 
top-rated NBC radio program 
that reaches an estimated total 
audience of over 16,000,000 every 
week end. The theme of the vi- 
gnettes is: Better Homes for a 
Better America. These vignettes 
consist of interviews with impor- 
tant spokesmen in the building 
industry and related fields. One 
minute and 20 seconds of each 
vignette will be devoted to the 
Alcoa commercial message. Ten 
vignettes are scheduled every 
week end for eight consecutive weeks. 


NATIONAL ADVERTISING 
Four-color ads in House & Garden 
and Sunset will reach over 
1,000,000 customers every month 
during your biggest selling season. 


€.3 


NETWORK TELEVISION 


Both of Alcoa’s national network 
shows, the popular Alcoa Theatre 
and the new dramatic show, Alcoa 
Presents, will have many com- 
mercials during the year, con- 
stantly reminding your customers 
of the Care-free benefits they can 
expect with building products of 
Alcoa Aluminum. An audience of 
over 50,000,000 will be watching 
these shows from coast to coast 
over the more than 200 stations 
affiliated with both NBC-TV and 
ABC-TV. 


FREE DEALER DISPLAY 


An attractive, four-color display 
for your store immediately iden- 
tifies you with Alcoa’s big ’59 
promotion . . . attracts customers 
. . . acts as a reminder to sales 
people. Order yours today. 
Write to Aluminum Company of 
America, 1884-D Alcoa Bldg., 
Pittsburgh 19, Pa. 


y 


» 
Cre ERry 
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HOW TO TIE IN FOR 
MAXIMUM IMPACT 


Contact your nearest NBC 
radio station and ask about 
purchasing adjacent spots in 
your marketing area. You'll be 
tying in with a major radio 
program and appealing to cus- 
tomers right while they are 
thinking about home building 
or modernization. 


Call your nearest NBC and 
ABC television stations for 
information on buying spots 
before or after ‘Alcoa Theatre”’ 
or ‘‘Alcoa Presents.” 

Ask your aluminum supplier 
about a FREE mobile dis- 
play for your store. Hang 
it where customers and sales 
people can see it. 

Display Care-free building 
products of Alcoa Aluminum. 
Make sure the Alcoa tag is 
shown prominently. 
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THE SIGHT IS RIGHT WITH A 


Users of David White surveying instru- 
ments get all their measurements on the 
button. They know they’re right, avoiding 
costly errors. You'll be right too, if you 
stock David White instruments. David 
White has been making surveying instru- 
ments for over 50 years. It is a well-known 
line that has high acceptance everywhere. 


FOR 
BUILDERS 


A big market exists for this versatile, low-cost instrument. 
For determining differences in elevation, plumbing walls, 
laying angles, tiling, drainage. New streamlined styling. 
T8007 Farm and Light Construction Level-Transit. Tripod 
included. Retails for $89.50. 


For Contractors— Heavy-duty instru- 
ment for road and building construc- 
tion. Used to align piers, plumb walls, 
ascertain slopes—for tiling, general 
highway construction, leveling of 
floors, laying angles. 78300 Universal 
Builders’ Level-Transit. Includes new, 
American-style, wide-frame tripod. 
Retails for $217.00. 


For Concrete Contractors—Precision- 
made, modern-styled. Measure differ- 
ences in grade, find proper slope for 
drainage—lay out buildingsites. 78025 
Light Construction Level. Tripod in- 
cluded. Retails for $49.95. 


For Every Customer! Precision- 
made. For rough estimates, pav- 
ing, landscaping, laying out foun- 
dations, drainage, contouring. 
Natural impulse item. Each car- 
ton an effective merchandising 
unit. Builders, farmers, home 
owners—all prospects. 5556 True 
Sight Hand Level. Only $2.95! 


New! Fiberglass carrying case included with #8007 and #8025. 
Distributors and dealers being appointed now. Write for complete 
details today. 

Prices slightly higher west of the Rocky Mountains. 


DAVID WHITE INSTRUMENT COMPANY 
Dept. AL-1, 2051 North Nineteenth Street, Milwaukee 5, Wisconsin 
Circle No. 56 on Handy Cover Card 
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COMPARE 


® Does it have vinyl plastic inserts 
on all four lengths of the Z bar? 


@ Is it really one-inch aluminum 


throughout? 


@ Does it have 16 welds, making 
the door as strong as a single piece 


of metal? 


@ Are the glass and screen inserts 


locked in with vinyl plastic? 


@ Is there a drip cap header to elimi- 
nate water collection in the door? 





ee 


Zeke mmor-Ualmear-8.4— 
MORE MONEY 
selling Minerva 
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Why builders insist on 


Grade-Marked Southern Pine for their own homes 











ke 


David Fox and Ike Jacobs of Fox & Jacobs Construction Co., have won no ‘he soft richness and beautiful grain 
less than six national awards for “Flair For Living’ communities in Dallas. of Southern Pine are used in beams, 
For the all-important wood skeleton that holds a house together, they use Grade- ceiling and paneling to bring spacious 
Marked Southern Pine. Why? They say: “When buying Southern Pine, we harmony to this light, airy living 
look for the SPIB symbol that tells us it meets the high standards of the room. A modern counterpart of the 
Southern Pine Inspection Bureau for dryness. Dry Southern Pine is the strongest many old Colonial Homes, show- 
structural lumber you can buy. And we look for the SPA mark meaning depend- places today, which feature mellow 
able lumber from one of the mills of the Southern Pine Association.” Southern Pine. 

See your lumber dealer-insist on Grade-Marked Southern ' (“~OUTHERN 7 YH dd f 


Pine from the mills of the Southern Pine Association HL FE Y; / 
/WINE LA a! 
| . SPIB Na2@ 


SSOCIATION 


For Free Booklet Write: SPA, Box 1170, New Orleans 
y ¥ 





THESE ARE THE 
QUALITY MILLS OF THE 


SOUTHERN PINE ASSOCIATION 


ALABAMA 


The Allison Lumber Company 
Olon Belcher Lbr. Co., Inc. 

S. E. Belcher, Inc. 

W. A. Belcher Lbr. Co. 

W. E. Belcher Lbr. Co. 

Clancy Lumber Company 
Graham Lumber Company 
Jackson Saw Mill Co., Inc. 

Ray E. Loper Lumber Company 
McMillan Mill Company 
McShan Lumber Company 

T. R. Miller Mill Co., Inc. 

Reid Brothers Lumber Company 
Scotch Lumber Company 

M. W. Smith Lumber Company 
M. W. Smith Sawmill Co. 

W. T. Smith Lumber Co., Inc. 
Summerville Brothers Lbr. Co. 
Horace S. Turner, Jr., Inc. 

W. T. Vick Lumber Company 
W. J. Word Lumber Company 


ARKANSAS 


P. E. Barnes Lumber Company 
Bearden Lumber Company 


Bradley-Southern Division 
Potlatch Forests, Inc. 


Crossett Lumber Company 
Dierks Forests, Inc. 
Fordyce Lumber Company 
W. S. Fox & Sons 

Fuller Lumber Company 
Gurdon Lumber Co., Inc. 
Ozan Lumber Company 
Reynolds & Draper Lumber Co. 
Sturgis Brothers 

Urbana Lumber Company 
J. L. Williams & Sons 
Herman Wilson Lumber Co. 


FLORIDA 


Alger-Sullivan Sawmill Company 
Dantzler Lumber & Export Co. 
Mutual Lumber Co. 

Neal Lumber & Mfg. Co. 

Ocala Lumber Sales Co., Inc. 
Thomas Lumber & Mfg. Co. 


GEORGIA 


Alexander Brothers Lumber Co. 


Bellamy 
Brent 
Green Pond 
Birmingham 
Centreville 
Grayson 
Maplesville 
Jackson 
Tuscaloosa 
Brewton 
McShan 
Brewton 
Evergreen 
Fulton 
Jackson 
Camden 
Chapman 
Aliceville 
Mobile 
Hamilton 
Scottsboro 


Hamburg 
Bearden 
Warren 


Crossett 
Hot Springs 
Fordyce 
Pine Bluff 
Lewisville 
Gurdon 
Prescott 
El Dorado 
Manning 
Urbana 
Sheridan 
Leola 


Century 
Jacksonville 
Jacksonville 
Blounstown 
Ocala 
Quincy 


Columbus 


Augusta Hardwood Co. 
The J. N. Bray Company 
Ellijay Lumber Company 
A. T. Fuller Lumber Co. 
Georgia-Pacific Corp. 
Holly Springs Lumber Co. 
Jeffreys-McElrath Mfg. Co. 
Reynolds & Manley Lbr. Co. 
Rush Lumber Co. 
Shepherd Lumber Corp. 
L. B. Springle Lbr. Co. 
Sullivan Lumber Co. 
Tolleson Lumber Co. 


LOUISIANA 


J. A. Bentley Lumber Co. 

L. L. Brewton Lumber Co. 
Ronald A. Coco, Inc. 

Crowell Lumber Industries 
Harless Lumber Co., Inc. 
Hillyer-Duetsch-Edwards, Inc. 
A. J. Hodges Industries, Inc. 
Hunt Lumber Co., Inc. 

L. D. Kellogg Lbr. Co. 
Lock-Moore & Co. 

Louisiana Long Leaf Lumber Co. 
Martin Timber Co. 

Roy 0. Martin Lbr. Co., Inc. 
Carroll W. Maxwell Lumber Co. 


Olin Mathieson Chemical Corp., 
(Forest Products Div.) 


N. D. Roberts Lbr. Co. 
Sabine Lumber Co. 
Springhill Lumber Company 
Sturgis-Nix Lumber Co. 
Tremont Lumber Co. 

The Urania Lumber Co., Ltd. 
Woodard-Walker Lumber Co. 
Woodard-Walker Sawmill Co. 


MISSISSIPPI 


Bailey Lumber Co. 

Crosby Lumber & Mfg. Co. 
The L. N. Dantzler Lumber Co. 
A. DeWeese Lumber Co., Inc. 
D. L. Fair Lumber Co. 

Joe N. Miles & Sons 


MISSOURI 
Dierks Forests, Inc. 


Augusta 
Valdosta 
Blue Ridge 
Ocilla 
Augusta 
Atlanta 
Macon 
Savannah 
Hawkinsville 
McRae 
Gainesville 
Preston 
Perry 


Zimmerman 
Winnfield 
Baton Rouge 
Long Leaf 
Lake Charles 
Oakdale 
Shreveport 
Ruston 
Alexandria 
Lake Charles 
Fisher 
Castor 
Alexandria 
Pollock 
Shreveport 


Alexandria 
Zwolle 
Springhill 
Ruston 
Joyce 
Urania 
Taylor 
Heflin 


Laurel 
Crosby 
Perkinston 
Philadelphia 
Louisville 
Lumberton 


Kansas City 


Fleishel Lumber Co. 


International Paper Co. 
(Long-Bell Division) 


NORTH CAROLINA 


Evans Lumber Co. 

L. R. Foreman & Sons Lumber Co. 
Hutton & Bourbonnais Co. 

W. P. Morris Lumber Co. 


SOUTH CAROLINA 


Dargan Lumber Mfg. Co. 
Flack-Jones Lumber Co., Inc. 
Holly Hill Lumber Co. 
Lightsey Brothers 

Carl W. Mullis Lbr. Co. 
Russellville Lbr. Co. 
Tilghman Lumber Co. 

C. M. Tucker Lumber Corp. 


TENNESSEE 


E. L. Bruce Co., Inc. 
Vestal Lumber & Mfg. Co., Inc. 


TEXAS 


Allen-Peavy Lumber Co. 
Anderson Mfg. Co. 
Angelina County Lumber Co. 


St. Louis 
Kansas City 


Nashville 
Elizabeth City 
Hickory 
Jackson 


Conway 
Monck's Corner 
Holly Hill 

Miley 

Lancaster 
Sumter 

Sellers 
Pageland 


Memphis 
Knoxville 


Kountze 
Tenaha 
Keltys 


Angelina County Lbr. Co., (Jasper Div.) Jasper 


Atlanta Lumber Co. 
Boettcher Lumber Co. 
W. T. Carter & Brother 
Ealand-Wood Lumber Co. 


Edens-Birch Div. 
Southwest Lumber Mills, Inc. 


Grogan Bros. Lumber Co. 
Grogan-Cochran Lumber Co. 

Lacy H. Hunt Lumber Co. 

Kirby Lumber Corp. 

L. & M. Lumber Co. 

The Lutcher & Moore Lumber Co. 
Southern Pine Lumber Co. 
Williams Lumber Co. 


VIRGINIA 


Barnes Lumber Corp. 
Union Bag-Camp Paper Corp. 
The Williams & McKeithan Lbr. Co. 


Atlanta 
Huntsville 
Houston 
Jasper 
Corrigan 


Conroe 
Magnolia 
Nacogdoches 
Houston 
Willis 
Orange 
Diboll 
Cleveland 


Charlottesville 
Franklin 
Lynchburg 


SPA mills also support The National Wood Promotion program 








BOOKEEPING 


(begins on page 92) 





later being billed for supplies, while 
some charge sales were being com- 
pletely overlooked. 

The mistakes and delays resulting 
from our yard transactions were 
creating customer ill-will, so we de- 
termined to install a fast, completely 
accurate system to give us complete 
control over every sale. At the same 
time, we wanted something that 
would be simply handled by a group 
of clerks, yet inexpensive. 

Problem solved. Our former sys- 
tem was a single form on which we 
noted whether charge or cash. We 
found this was the root of our prob- 
lem. Because there was nothing to 
indicate whether we were getting all 
sales slips, it took time to trace down 
those which were not marked. Cash 
on hand could not be easily recon- 
ciled each day. We _ solved our 
problem by installing a simple sales 
book with the same body form for 
both cash and charge sales. 

One book was marked “Cash Sales” 
and contained the form illustrated. 
Another book marked “Charge Sales” 
contained the second form illustrated. 
When a cash sale was made, the 
clerk gives the original white copy 
from the cash sale form book to the 
customer, using the yellow copy as 
our delivery receipt; the pink or 
third copy is sent to the office for 
reconciliation with our daily cash. 

Several distinguishing marks are 
used on the cash slips, such as a 
special prefix number, heavy lines at 
top and bottom and the words “Cash 
Sale” on the left in a grid pattern. 
A glance shows our clerks if they 
were using the right form. 

The Charge Sale Form is similar, 
except that we use different colors of 
paper stock for customer and for the 
office use. The white copy of each 
charge sale slip goes to the office, the 
yellow is used for delivery purposes 
and the pink copy goes to the cus- 
tomer. 

Double checked. Thus, our office 
knows that the white copy is a charge 
sale and pink copies are cash sales. 
The numbers on each form are 
checked to be sure that every sales 
slip has been turned in. 

We total the pink copies daily to 
enter cash sales in our cash journal. 
Pink copies are then filed numerical- 
ly. This gives us complete control 
over every cash transaction. 

For charge sales, we type invoices 
from the previous day’s white copies 
and mail invoices weekly. We use the 
white sheets also to post to ledgers 
and customer statements, thereby 
keeping accounts up to date every day 
for fast mailing at the end of each 
month to keep a steady cash flow 
coming in. 

The system has relieved our book- 
keeping headaches, customer com- 
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plaints on invoicing have disappeared, 
our accounts are current and we now 
have complete control over every 
sales made. Furthermore, our prob- 
lem was solved economically. 


Distributors Announced 


Flint (Mich.) Sash & Door Co. has 
been appointed a distributor for prod- 
ucts of the Curtis Companies, Clinton, 
Iowa, in the Flint and Saginaw areas. 
Curtis manufactures the Fashionwood 
line of cabinets, doors and windows. 

Barclay Manufacturing Co., New 
York City, announces that its Barclite 


translucent fiberglass panels and Barc- 
wood prefinished wall board will now 
be distributed by Cole Manufacturing 
Co., Memphis, Tenn. Cole covers 
Tenn., parts of Ala. and Ky. and 
through its affiliation with Dyke 
Brothers Co., portions of Texas, La. 
and Mo., also Miss. and Okla. 


The International Paper Co., Kan- 
sas City, Mo., has been appointed a 
wholesale distributor of Armstrong 
building products by Armstrong Cork 
‘o., Lancaster, Penna. The firm will 
distribute the Armstrong line of insu- 
lating sheathing, roof deck, interior 
finish products, acoustical ceiling ma- 
terials and allied items to lumber 
dealers in the Kansas City area. 








The porch roof is Nova Vista-Lux corrugated 
a paneling—sold by Nova Sales 


Co., Homasote’s wholly-owned subsidiary 


Sidings... 


HORIZONTAL OR VERTICAL 
. but always of weatherproof Homasote 





Recent surveys show a growing preference 
by home owners for exteriors with a com- 
bination of colors and materials. Prime 
considerations are appearance, durability 
and low maintenance—in that order. 


With Homasote Beveled Siding and Grooved 
Vertical Siding, every demand is met. These 
weatherproof sidings add strength, insula- 
tion and sound-deadening to the structure. 
Optionally, they are supplied with a prime 
coat front and back. They hold paint far 
longer than wood. With their high density 
and %” thickness, they are split-proof, 
crack-proof, trouble-free. 

Beveled Siding. 16” width for 14” exposure; 
12” for 10” exposure. In 8’ lengths, ship- 
lapped 14” at ends. Luxurious, deep shadow 
lines. 45° bevel on lower inside edge estab- 
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senvict 


HOMASOTE 


COMPANY 
Trenton 3, New Jersey 
Homasote of Canada, Ltd 


Address 


224 Merton St., Toronto 12, Ontario 
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lishes a revolutionary, efficient drip cap 
With the Beveled Siding Clip, there are no 
exposed nails. 

Grooved Vertical Siding. Beautifully 
grooved at 8” intervals. Special 3-stage 
groove lap-joints provide a sturdier edge 
and assure true-line joining. 16”, 32” and 
48” widths are used in rotation to minimize 
expansion and contraction. 8’, 10’ and 12’ 
lengths. 

These two sidings are in every way equiva 
lent to the finest wood sidings. Material, 
design and method combine for economy of 
application and long life. 


There’s always news at Homasote. 
Check and mail the coupon for 
detailed literature. 


Send me the literature checked below: 

C) Exterior Finishes 
Dry-Wall 

(] One-Man Panels 


} 48" Roofing 
[_] Roof Deckings 
] Homasote (72-pg.) Handbook 


State 
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NEW ALLWOOD AL 


an first engineered siding that is dimensionally stable 


Builders get important savings in both material and labor 
costs with Hines Allwood Allweather Siding. Made of 
tempered hardboard tightly laminated to a tough veneer 
cross ply and a lumber core for high dimensional stability 
and rigidity. Precision-cut standard 8’ lengths, 12” wide, 
reduce waste. Self-aligning feature permits fast, easy appli- 
cation by one man. Extra fast with two men. 

Because of its combination of the best properties of 
hardboard, plywood and lumber—engineered in Hines own 





research facilities at Hood River, Oregon— Hines Allwood 
Allweather Siding greatly increases structural strength of 
wall. Exterior glue between plies. No snaking or buckling 
between nailing points. Tempered hardboard surface re- 
sists abrasions and hammer marks. Can’t split, sliver or 
check. Takes less paint, holds it better. Pentachlorophenol 
water-repellent preservative protects all sides and edges 
against insects and decay, prevents wicking. Sold nation- 
ally in protective package. Send now for free samples. 


BUILDER REPORTS 20% SAVINGS 


Vincent Rodway, carpenter contractor, used Hines Allwood Allweather 
Siding on a model home at 2150 Glenview Rd., Wilmette, Ill. He says: 
“My estimate of 20% savings is conservative. The saving on material 
alone over ordinary siding was tremendous. My waste was less than 
10%. The standard length, with no shorts, saved time on labor, 

of course. There was no need for splicing.” 
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e One man can put 
it up 


e Minimum expansion 
and contraction 


e No splitting 
e Less waste 
e More coverage 


Rabbeted lower edge makes 
Hines Allwood Aliweather 
Siding self-aligning, leaves 
11/2” of face exposed for 
greater coverage and 
attractive modern appearance. 
Application requires no 
wedges or furring strips. 


WEATHER SIDING | 


HINES ALLWOOD SHADOBORD i | A ES Send 
r 

New decorative hardboard costs barely more than ordi- wt fo 
nary hardboard. Newest of 10 Hines Allwood Hardboard deco- Edward Hines Lumber Co. . = . actual 
rative panellings. Adds the customer appeal of decorative tH J 

: : . : . " Sowmills at Hines, Westfir, Dee & Bates, Oregon i \, ] samples 
panelling to building or remodeling jobs at unexpectedly low Other plonts: plywood, Westfir; herdboord, Dee —T \s) 
cost. Most complete selection of embossed patterns offered by millwork: Heber B iiuak. Oregon Engineering & r 
any hardboard. Varied sizes and thicknesses, standard or tem- Development Division: Hood River, Oregon 
pered. Available anywhere. Use coupon to send for free samples. 


Just call or write the man from 


Edward Hines Lumber Co., Spec/a/ Products Dept 
200 S. Michigan Ave., Chicago 4, Ill. 


Please send me complete information and samples of: 


] Hines Altwood 
Name Allweather 
Siding 
Company | Hines Allwood 
Hardboord 
Address decorative 
panellings 


Both new 
products 
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TWO NEW 
HIGH-PROFIT ALCOA 


ROOFING SHEETS 


...and a new market for you 


Alcoa Rib Roofing « Alcoa 4-V Roofing 
and a New Sales-Building 
30-Year Alcoa Corrosion Warranty 


New Alcoa® Rib Roofing and Alcoa 4-V Roofing are going to mean 
a profitable boom in aluminum farm roofing and siding sales for you 
when they hit the market late this spring. And the attractive new 
diamond-embossed Alcoa Rib Roofing opens up a whole new resi- 
dential market for you to tap. 

We'll let the specifications and advantages of each new Alcoa 
roofing sheet speak for themselves: 


ALCOA RIB ROOFING 


Deep, flat-top corrugations, nonsiphon side lap feature - Special aluminum 
alloy - 32,000 psi typical yield strength (before embossing) « Pitch 2.67 in., 
depth %, in. - Width 5034 in. (approximately) +» Coverage 48 in. - Lengths 
6 ft to 16 ft - New heavy gage « Weight per square, 33 Ib (approximately) - 
Diamond-embossed finish - Recommended design loading of 124 Ib per 
sq ft for 24-in. purlin span 


SPECIAL ADVANTAGES: 

* shallow embossed to bend without breaking - designed for heavier wind 
and snow stresses than .024-in. sheet - new, different configuration - desir- 
able for carports, patios, playrooms, boathouses, store fronts and similar 
uses + nonsiphoning, but drain channel is selling feature - precision 
formed + simplifies and reduces inventory—available in only one width 
and finish « full line of accessories - warranted 30 years against corrosion 


ALCOA 4-V ROOFING 


Two V crimps on each edge, six corrugations between V's; nonsiphon 
side lap feature - Special aluminum alloy - 35,000 psi typical yield strength 
(before embossing) + Depth of V’s 14 in. - Depth of corrugations % in. - 
Lengths 6 ft to 12 ft - Width 26 in. - Coverage 24 in. + Thickness .019 
in. * Weight per square, 29 Ib (approximately) - Embossed pattern « Rec- 
ommended purlin spacing: solid deck or nailing strips on 12-in. centers 


ADVANTAGES: 

- new, different configuration - same width as 5-V crimp « embossing pat- 
tern reduces glare - improved appearance; won't “‘oil can’’ on hot days, 
and end laps won't ‘‘fish mouth” or open from expansion - easy to lay « im- 
proved nailing characteristics—corrugations allow better distribution of 
nails over sheet area - nonsiphoning, but drain channel is selling feature - 
warranted 30 years against corrosion « full line of accessories 


For further details, see your Distributor of Alcoa Aluminum Roofing 
and Siding, or write Aluminum Company of America, 1955-D Alcoa 
Building, Pittsburgh 19, Pa., for new Alcoa Farm Roofing literature. 


Your Guide to the Best in Aluminum Value 
3 ALCOA &. 


ALUMINUM For Exciting Drama Watch “Alcoa Theatre,” 
es. Alternate Mondays, NBC-TV, and “Alcoa Presents,”’ 


Every Tuesday, ABC-TV 
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I’m back for more... 




















of that new easy-to-install 


KENNATRACK 


GLIDING DOOR HARDWARE 


3 i ~— 

' 

Builders and carpenters keep coming back for 
Kennatrack because only Kennatrack offers easy- a Nae ey Lb 


to-install quality hardware that keeps everybody 
ing Door Hardwar 


: => 
a te 


Series 600FA* By-Passing 


satisfied — plus hard-hitting promotions and ad- 
vertising that keeps them interested. 

Only Kennatrack’s full-time staff of engineers 
could design the new and patented products— 
such as those shown at right—that offer these 
time-saving and dollar-saving features: “‘snap-on, 
snap-off’”’ hangers; hangers that are adjusted with 
finger-tip pressure; or folding door hardware, 
completely spring-loaded to insure perfect opera- 
tion with neat, tight closures. All of these Kenna- 
track features assure easier installation of com- 
petitively-priced quality hardware and perfect 
performance always! 


MAKE NEW CUSTOMERS WITH A “BONUS wer BUYING THE BEST”! 
SAA YY 2 


Series 675* By-Pass 





es 2300S 


> Fe 


Here is a new business-building promotion that 


gives your customers a bonus for buying the best. 
Introduce new—or old—customers to Kenna- 
track improvements with a half-price sale. 

The sample coupon at right is worth cash to 
both you and your customers. When completely 
filled out, this coupon is worth half the list price 
of any Kennatrack hardware, (except pulls, 
locks, and other accessories) . 

Ask your distributor for details of this Kenna- 
track half-price promotion that will bring builders 
into your store, build sales and future business 
for you! © 1959, Kennatrack Corporation 


ORY 


AR aa y 


isi 


+ 
V 


NON 


i SAVE a 


on the published list price 
of one complete set of 


KENNATRACK Fciding Ooor HARDWARE 


Limited time only—offer expires 
August 31, 1959 

This coupon, if properly completed 
ond p d toa K k dealer, 
entitles builder to purchase prior to 
August 31, 1959 one complete set of 
Kennatrack sliding or folding door 
hardware or one complete Kennatrack 
pre-fabricated unit (culls, locks, latches, 
etc. ore excluded from this offer) at 
one-half of the Kennatrack published 
list price. This coupon is void if not 
completely and properly filled out. 





Builder Name 
Address. 


City. on ve 











Set or unit purchased. 


Date of Purchase 


Dealer Name_ 
Address. 
City. 





Jobber Name. 
City State 








KENNATRACK CORPORATION * ELKHART, INDIANA 
A Subsidiary of Ekco Products Company 
This offer void where prohibited, taxed, or restricted. 


ACT FAST! Get in touch with your Kennatrack Distributor now for your “Bonus For Buying The Best’' Promotion ! 


KENNATRACK CORPORATION : Elkhart, Indiana 


A subsidiary of Ekco Products Company 


Circle No. 62 on Handy Cover Card *Patent Pending 
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acoustical tile 


for star performance on your profit sheet! 


Acoustical ceiling tile sales are booming! Every 
week, every month sees increasing demand for 
better acoustical treatments in homes, offices, 
stores, super markets, commercial and institu- 
tional buildings. And today Wood Conversion 
Company gives lumber dealers the edge in this 
big, profitable market with a brand-new acous- 
tical ceiling tile—NU-WOOD CONSTELLATION, 
latest member of the Nu-Wood tile family. 
Nu-Wood Constellation is a beautiful ceiling 
tile with new, exclusive features. Each tile has 


four different sizes of punched perforations— 
almost 1600 in all—in a graceful pattern. 
Acoustical efficiency is high—thanks to the 
Micro-Perf process which widens out each per- 
foration to form a sound-absorbing chamber 
within the tile. Surface is flame-resistant... 
washable...repaintable. 

Let Nu-Wood Constellation—and other Nu- 
Wood acoustical tile—upgrade your tile sales 
while you bring your customers greater sound- 
absorbing benefits ! 


ers 
ead 
Digest 

Nu-Wood Constellation and other Nu-Wood tiles are being 
introduced to the world’s largest magazine audience in 
Reader’s Digest. This is the first time Reader’s Digest has 
carried any acoustical tile advertising—another “‘exclusive.”’ 
And remember, Wood Conversion Company helps you sell 
acoustical tile with a complete kit containing point-of-sale 
displays, tie-in literature, newspaper ad mats and radio 
spot announcements. 

See your Nu-Wood representative now, or write to 
Wood Conversion Company, Dept.120-49, First National 
Bank Building, St. Paul 1, Minnesota. 


advertised in 


Quiet as a starlit night...and 
every bit as beautiful — that’s 
Nu-Wood Constellation! 


N ul -Wo Oo d omaue 


Constellation e¢ Micro-Perf « Random e 
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Specifications and market data for products you can sell 


Use Inquiry Card on Back Cover for More Facts 


Simplifies Stair Building 

New metal Stairgides makes stair 
building an easy task for the average 
homeowner, says maker. The Stairgide 
system makes use of prefabricated steel 
forms, which are machine-cut to insure 
a precise 8” rise per step. The guides 
are nailed through prepunched holes to 
wood stringers (see photo at right). 
The finished stair (far right) gives the 
appearance of a custom-built stair, but 
is actually stronger by test, maker says. 

Market data. The Stairgides can be 
used in stairs from first floor to base- 
ment, from first to second floors, in split- 
level houses and elsewhere. Two or more 
sets may be used where heights greater 
than 8’4” are desired. Suggested retail 
price is $12 per set; dealer discount is 
25%-30%. The Stairgides are packaged 
complete with nails and _ instructions. 
Available from franchised Bilco distri- 
butors or direct from maker, it is an 
ideal item for both contractor and 
consumer sale. There is no minimum 
dollar investment for a dealer; maximum 


discount applies to a quantity of 24 
sets. Sales aids include literature and a 
free showroom display with first order. 


(For more new products, see page 110) 


increases Diamond-Rib Line 


A new line of aluminum roofing and 
siding ‘accessories is embossed in a dia- 
mond pattern to match Kaiser’s Dia- 
mond-Rib building sheet. In addition 
to the diamond embossed, ribbed sheets 
measuring 6’ to 16’ in length and 
aluminum nails with embossed heads to 
match, the Diamond-Rib line now in- 
cludes: (1) ridge roll, (2) formed ridge 
cap, (3) endwall flashing, (4) green- 
tinted translucent panels and (5) coil 
flashing in 50 lineal foot rolls up to 
48” wide. 

Market data. Suggested retail price of 
roofing and siding and accessories is 
$18 to $21 per 100 square feet depend- 
ing upon quantities and shipping zones. 
Usual retail markup on cost is 40%. 
Used extensively on farm, home and 
commercial buildings, the Diamond-Rib 
line is ideal for both consumer and 
contractor sale. It is available from rec- 
ognized building material distributors in 
all 49 states and Hawaii. Minimum dol- 
lar investment for a dealer is about 
$500-$700. Sales aids include consumer 
folders, pole building plans and catalog, 
roofing and siding guide, building plans 
and sample rack. Cooperative advertis- 
ing allowances are available to whole- 
sale distributors. Kaiser Aluminum & 
Chemical Sales, Dept. AL, 919 N. 
Michigan Ave., Chicago 11. 

Circle No. 201 on Handy Cover Card 


The Bilco Co., Dept. AL, P. O. Box 
1203, New Haven 5, Conn. 
Circle No. 202 on Handy Cover Card 
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Lae #7 Years of Flawless Perfection........... 


into DAL C®@. 
Architectural Quality REDWOOD 


The flawless perfection of premium quality PALCO 

Architectural REDWOOD reflects the unmatched experience 

accumulated from over 90 years continuous and advanced 

development of manufacturing methods, facilities, and skilled 

workmanship employed at Pacific Lumber Mills. 

Where quality counts—it’s PALCO REDWOOD. 

Better buy PALCO—there’s no better buy than the best. saeviet Cabaaae tae 


million board feet. Inven- 
tory: 100 million board 


DACIFIC leo 
THE BASS 4 4 LUMBER COMPANY 


Mills at Scotia, Eureka, and Elk, California 
100 BUSH ST., SAN FRANCISCO 4 «© 35 £, WACKER DRIVE, CHICAGO 1 


2185 HUNTINGTON DRIVE, SAN MARINO 9, CALIF. Crs) 
MEMBER oO F SCwtet? 6H tA REDWOOD AS3O6O €ta Teen 
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NEW PRODUCTS 


(begins on page 108) 





Railings and Porch Columns 

New Keystone aluminum railings and 
porch columns combine ease of installa- 
tion with a strong finished product. Can 
be installed by the homeowner, using 
only a hammer, hacksaw, drill, screw- 
driver and level for complete installation. 
Made of sturdy aluminum extrusions and 
permanent mold aluminum castings, 
the units are especially suitable for ex- 
terior commercial installations as well 
as home use. Matching decorative or- 
naments are available. 

Market data. Keystone aluminum rail- 
ing and porch columns are adjustable. 


Gas Griddle Unit 


A new super-thin gas griddle top unit 
is only 3” deep and requires no front 
cutout. As a result, drawer space under 
the counter-top is not destroyed. The 
unit contains a griddle of 143 square 
inches and a griddle cover is furnished 
so that the space can be used as a work 
area when the griddle is not in use. To 
aid the homemaker in cleaning, there 
are no exposed bolts in the top and a 
heavy rim is formed around the outside 
edge so that spillovers do not run onto 
the counter-top. 

Market data. The gas griddle top an- 
nounced by Modern Maid retails for $75. 
Model GT-G pictured below is inter- 
changeable with a similar electric drop- 
in unit. A Thermal-eye is also available 
on the unit. Available now direct from 
the maker, it is primarily an item for 
contractor sale. Tennessee Stove Works, 
Dept. AL, East 14th St., Chattanooga 
1, Tenn. 

Circle No. 204 on Handy Cover Card 


Plug-in for Extra Outlets 


The Snapit Inter-link Multiple Elec- 
tric Outlet System is available in com- 
plete 6’ and 12’ kits. The new Inter- 
link kits and Inter-link line feature an 
“all-direction” swivel cap and flexible 
link sections in 3’, 5’ and 11’. The 
system starts from any existing wall out- 
let and permits the user to add addi- 
tional outlets wherever needed. 

Market data. Each kit contains all 
necessary nails and screws plus instal- 
lation instructions. Suggested retail price 
of the 6’ kit is $2.98; the 12’ kit 
retails for $4.98. The dealer discount 
is 40%. Each kit is UL approved and is 
packed in a colorful display box. Avail- 
able now from 500 hardware, general 
and electrical distributors, the kits are 
primarily items for consumer sale. Deal- 
er sales aids include ad mats and en- 


velope stuffers. Cable Electric Products, 
Inc., Dept. AL, 234 Daboll St., Provi- 
dence, R. I. 
Circle No. 205 on Handy Cover Card 
(continued on page 114) 


There are no exact measurements to 

take. Dealer sales aids include installa- 

tion instructions and parts list. Keystone 

Alloys Co., Dept. AL, Latrobe, Penna. 
Circle No. 203 on Handy Cover Card 
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BY WOOD 
PRODUCTS | 
A PROFITABLE SIDE LINE FOR YOU 
MANY TYPES FOR 
SUBURBAN HOMES 


ESTATES - CLUBS 
Gates To Match 


BEHR PROCESS 


FOR REDWOOD 





sign of QUALITY 


We are proud of the fact that we 
were the first to develop a line 
of finishes especially 
for REDWOOD exteriors. 
Known as Behr-Process 
Liquid Raw-Hide, this Rails 
100% pure all oil base — 
»roduct contains absolutely no 
sehatelien resins, so that it does ae > 
not crack or peel on aging and Note how | 
gives REDWOOD a beautiful a a 
weatherproof finish that can be for easy 
easily and inexpensively recoated assembly. 
when finally it becomes weather sections a tin Me 
worn. Available in clear, tints and 
paints for your every need. For 
complete information and name 
of your nearest jobber, write or phone: 


WHITE CEDAR 
SCREEN TYPE 





Right — POST AND 
RAIL— Hand Split— 
2, 3, 4 or 5 Chestnut 


4 &> 








YARDS — Toledo, O. 
W. VA. - Bayard, 
Webster Springs, 
Fort Springs. 

VA. - Clinchburg. 


We can serve your truck 


~” WHITE CEDAR - RESIDENTIAL 


PENTA PRESERVATIVE 


We can treat both posts and rails with 
this nationally known preservative. 


—— - a 
= write FoR WOOD PRODUCTS CoO. 
Bde con TOLEDO 12, OHIO 
Circle No. 66 on Handy Cover Card 
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1603 TALBERT AVE., SANTA ANA 4, CALIF. 
Phone: Kimberly 5-7101 
Manufacturers of the original resin-free 
Liquid Raw-Hide finishes for REDW OOD, etc. 


LINSEED OIL 
PRODUCTS CORP. 
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New Trend Colors, Duroc’ finish, traditional 
sidewall design all combine to make Auto- 
claved Clapboard the big volume seller in 
siding today. Ruberoid Clapboard is another 
important part of a complete roofing and sid- 
ing line that has been serving the industry 
since 1886 .. . another reason why more and 
more progressive dealers join the Ruberoid 
team every year. 


ieliiclamelele) i 


ale le ltlela=. 


AVAILABLE IN 


frend Colore 


FOR VOLUME SALES 
WITH PROFIT! 


Autoclaved CLAPBOARD siding 


And there’s more to this story! Ruberoid 
gives you a complete line of products for 
every roofing and siding need. National ad- 
vertising support builds brand recognition 
and preference. Every merchandising aid you 
need. Find out why it pays to be a Ruberoid 
dealer. Contact your Ruberoid representa- 
tive today. Or write: 

The RUBEROID Co. 


500 FIFTH AVENUE, NEW YORK 36, N. Y. 
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KIL presents 


e 


hottest 


now, Sell the famous *4.77°° Skil Jig Saw 
for only *399* and make your full profit! 


only a limited number... for a limited time! 


Place your order today, while the supply lasts, for 
Skil’s Hardware Week Special on the Model 514 Jig 
Saw. Regularly selling for $47.50, you can now sell it 


during this special sale for only $39.95—and still 
make your full margin of profit! But—you must act 
now, because there have been only a limited number 
of units made for this promotion. After May 2, 1959, 
the retail price goes back to $47.50. 

The SKIL Model 514, with its powerful "%" stroke, 


cuts practically any material fast—including 2” lum- 
ber, plywood, plastic, even metal. It cross-cuts, rips, 
scrolls, notches—even makes its own starting hole for 
pocket cuts. 

And the SKIL 514 Jig Saw Special will be featured 
in special ads in both the April 18 and April 25 Satur- 
day Evening Post. It’s another part of Skil’s hard- 
hitting merchandising and advertising program to 
help you sell more Skil tools in 1959! 


makers of SKIL and SKILSAW tools 














GRRE HEE RES, 





orbital cutting action 


New design moves blade into work 
on upstroke, away on downstroke 
for chip clearage. Cuts faster 


ea iTealeatchactome ol ic leksmeneele| 


YY 3 
aL 





the Skil 514 Jig Saw is another sales 
leader in the NEW SKIL 500 LINE 


e fastest turnover tops in demand « priced right 


e Surveys prove SKIL is a name _ e Quick, coast-to-coast service 
customers want on power tools. from 33 factory branches and 
e No slow movers—top hardware 47 factory-authorized service 
industry research selected the stations. 
500 line models. e Skil offers real quality, priced 
e Merchandising help to dealers right for fast turnover profits. 
from Skil’s large, well-trained e¢ Consistent, hard-hitting national 
field force. advertising and promotions. 
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ARE YOU 


SELLING 


BOARDS OR 
BASEMENT 
REMODELING? 


Lumber prices, high or low, 
mean little to homeowners. 
They’re far more interested in 
the down payment and monthly 
payments required to get more 
living, sleeping or recreation 
space ... in learning how to 
plan it attractively and econom- 
ically. 

To sell this market, try the 
magazine designed exclusively 
for lumber dealer use in attract- 
ing home modernization busi- 
ness, HOME Maintenance & 
Improvement. You'll see in every 
article, on every page, a means 
of stimulating more store traffic 
and more “big ticket” improve- 
ment sales. 

















Find out more about this com- 
plete advertising program for 
dealers, published by American 
Lumberman ... you'll be agree- 
ably surprised at the response 
you get, and at a cost of only 
60¢ per year per 
name. Sample 
copy and com- 
plete details on 
request. 


HOME = 


Maintenance and 

Improvement 

Service Manager, Room 503 

59 E. Monroe St., Chicago 3, Ill. 


Send us complete information, with- 
out obligation, on your direct mail 
advertising program for lumber 
dealers. 


Company 
Street 
City, zone, state 


By 


a 








NEW PRODUCTS 
(begins on page 108) 





Teakwood Flooring 


Thai-Teak flooring is manufactured in 
Thailand and each piece is thoroughly 
kiln dried, cut and assembled on precision 
machinery. It is packaged in specially 
treated, 45 square foot moisture-resistant 
cartons, weighing approximately 45 
pounds per package. Every carton con- 
tains complete instructions for the in- 
stallation, finishing and care of the floor. 

Market data. Thai-Teak is primarily 
an item for contractor sale. It is available 
in parquetry designs, strip and random 
flooring. Suggested retail price is $1.10 
per square foot. Usual retail markup on 
cost is 30%. Distributorships are now 
being arranged in 48 states. Thai-Teak 
is available from a large inventory main- 
tained by Bangkok Industries, sales agent 
in the U.S. Dealer sales aids include a 
salesman’s sample kit, catalog and a 
brochure giving installation instructions. 
Bangkok Industries, Dept. AL, 1545 W. 
Passyunk Ave., Philadelphia 45, Penna. 

Circle No. 206 on Handy Cover Card 


Do-It-Yourself Cement Mixer 


The handy KOL Cement Mixer is 
small enough for easy portability, yet 
large and rugged enough for any one- 
man mixing job. The complete unit 
packs kd in the five-gallon pail that 
doubles as the mixing drum. Powered 
by a % hp motor, the unit weighs only 
35 pounds and takes only two square 
feet. A homeowner or a _ professional 
can mix eight cubic feet per hour, every 


hour, all day long and doesn’t even need 
a wheelbarrow, mortar box or hoe. A 
50-pound batch mixes in just two min- 
utes, says maker. z 

Market data. The KOL Cement Mix- 
er plugs in on any standard house cur- 
rent. It is an ideal unit for patching 
walks, laying bricks, pouring founda- 
tions, mixing cement, seed or fertilizer 
and setting fence posts. It retails for 
$29.95 without motor. Full trade dis- 
counts are offered. Available through 
general hardware and building supply 
jobbers or direct from maker, it is de- 
signed for both consumer and contractor 
sales. Dealer sales aids include catalog 
sheets, glossy print photographs and ad 
mats. An eight-page do-it-yourself hand- 
book is packed with every KOL Cement 
Mixer. KOL, Inc., Dept. AL 2323 Ellis 
Ave., St. Paul 14, Minn. 
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Ventwood Brackets 


The homeowner can make his own 
real wood awnings and door canopies 
with Ventwood Brackets. Made of hot- 
rolled steel, expertly engineered for 
maximum strength, the brackets may be 
mounted on either frame or masonry 
walls. Finished in durable enamel, they 
may be repainted any color. 

Six-inch bevel siding may be used 
with each set of awning brackets to pro- 
duce a sturdy, ventilated wood awn- 
ing. The door canopy brackets require 
eight-inch bevel siding. Decorative 
scrolls are available for all size brackets. 
Generous in size, the door canopy 
brackets extend 4342” from the building 
to provide maximum shelter. 

Market data. Ventwood brackets are 
packaged one pair to a carton, includ- 
ing all bolts and screws needed for in- 
stallation. No special tools are required, 
says maker. The retail markup on cost 
is 50%. A free set of brackets is available 
for dealer display. Dealer sales aids in- 
clude ad mats, counter cards, window 
streamers, catalog pages and consumer 
folders. The McLeete Co., Dept. AL, 
of N. Stone Ave., LaGrange Park, 

I. 
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(continued on page 114B) 


Ah-h-hh. . Something New Again 


Turn to back cover for a time-saving, 
brand-new idea in inquiry cards for 
busy dealers. 
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PlyWelsh Exclusive "p 


For the Builder, Contractor and 


Do-it-Yourself Trade— 


Everything Prefinished — 
Everything Matches! 


Here’s the ‘‘ package”’ that guarantees related item sales. 


PiyWelsh Prefinished Panels are finished 
by the patented BRUCE process, more than 
14 times more durable than ordinary surface 
finishes. They come in 10 style-setting deco- 
rator finishes. Your customers will appreciate 
their soft, rich, hand-rubbed look found only 
in fine furniture. 


PlyWelsh 
“Panel Stretchers” 
eliminate the problem of 
high ceilings and offer 
limitless opportunities for 
variation in wall decor and 
design. They’re prefinished 
to match the 10 different 
decorator panel finishes. 


iA 


PlyWelsh Prefinished 
Molding is carefully match- 
ed to each panel finish. It 
comes in 7 different designs 
and completely eliminates 
all messy and troublesome 
finishing on the job. 


The complete paneling ‘‘package" 
Everything prefinished — everything matches! 


Z 


PlyWelsh Matching Putty 
Sticks make nail holes 
disappear because they are 
accurately factory-matched 
to each panel finish. No 


fuss, no bother on the job. 
FINISHED WITH PATENTED PROCESS. 


OUTLASTS SURFACE FINISHES 14 TIMES! 


ackaged paneling 


PlyWelsh offers the only 
complete paneling “package”. 


This “packaged” idea is important 
to you for two reasons: 


1. Your customers will like it. 

The PlyWelsh “package” speeds 
and simplifies installation, cuts costs 
and makes for a more perfect job. 


2. You'll get more dollars per sale. 
The PlyWelsh “package” 
guarantees the sale of related items. 
The sale doesn’t end 

with the panels. 

Your salesman 

will naturally sell 

the related items in 

the PlyWelsh “package”. 


PlyWelsh Driftwood Ash, ‘‘Panel 
Stretchers'’, and Prefinished 
Molding. Cost: About; $47.50 


PlyWelsh Match Stains 

complete the “Package” 

picture. There’s a PlyWelsh 

stain or finish to match each 

of the 10 PlyWelsh Prefinished Panel fin- 
ishes for built-ins and accessory wood- 
work—no tedious and time consuming 
mixing to get a perfect match. 


The PlyWelsh Pianning 

Kit— smart merchandising at 

its best! Here’s a brochure for 

your customers with scaled — 
panels, scaled wall layout, and easy-to- 
follow instructions that lets them select the 
finish and accurately estimate material in 
their own home. They sell themselves! 


AS. 
pry@jecisn 
| 


Write for the name of your nearest distributor Manufactured exclusively by 


the Welsh Plywood Corporation, Memphis, Tennessee from genuine hardwoods 








for the homeowner to mount folding 
NEW PRODUCTS legs on a picnic or card table. Packed 
al four to a box, including screws for 
(Sagine on page 166) mounting, the set retails for $3.95. 
Ardor Mfg., Dept. AL, 611 So. Wash- 
ington, Royal Oak, Mich. 
Circle No. 209 on Handy Cover Card 





Water-Phase Contact Adhesive 


Hybond 100 is a fast-setting, water- 
phase (non-flammable) contact adhe- 
sive. Following initial drying, bonding 
is accomplished by means of instantane- 
ous pressure. No clamps, presses or 
complicated heat-reactivation procedures 
and equipment are required, maker 
announces. Hybond 100 is suitable for 
lamination of both similar and dissimilar 
" materials such as plywood, all brands 
Folding Shelf Brackets of plastic wt ng wood paneling, 
The new E-Z Folding Shelf Bracket fiberboard, leather, fabric, wood veneer, Self-Locking Wallboard Hooks 
is a heavy-duty, compact one piece wallboard or linoleum. ne '%” wallboard 
bracket engineered to make the installa- It is easily applied by paint roller, Hooks and fixtures for n wallooar 
tion of wall-hung shelves and table tops brush or spray. Under normal condi- that lock themselves securely in place 
an easy task for the homeowner. Any- tions of temperature and humidity, Hy can be used in the workshop, garage. 
one who can use a screwdriver and a bond 100 will dry in 30-60 minutes, tool shed, kitchen or barn, wherever 
drill can install the brackets, maker says. says maker. ; storage facilities are needed. Smaller 
Table tops and shelves are screwed Market data. Suggested retail prices hooks are packed in bubble plastic, pre- 
right to the bracket arm. Tops fit flush of Hybond 100 are: pints, $1.91; quarts, priced units; larger hooks and fixtures 
to wall. The brackets automatically lock $2.89; gallons, $10.63. Available now are carded and priced. : 
in position when lifted up and lock when through distributors, Hybond 100 is _ Market data. The assortment shown 
folded down. primarily an item for contractor sale. in photo above includes 318 items priced 
Market data. Flanged wall section of Dealer sales aids include a how-to-do- from 12¢ to 79¢ and _a free merchan- 
the bracket is 6” long; the shelf support it brochure and product information diser. Dealer cost ri $53.75. The VER 
part is 9” long. The folding shelf brack- sheet. Complete technical data and trial ment is guaranteed by the manufactur- 
ets are packaged two to a box, com- samples of Hybond 100 and other Hy- cr. Hooks and fixtures for ie wall- 
plete with installation instructions. Sug bond contact adhesives are available on board also are available. ed Kerr Wire 
vested list price for a set of two is request. Pierce & Stevens Chemical Products Co., Dept. AL, 933 N. Cicero 
3.95 Corp., Dept. AL, 710 Ohio St., Buffalo  Ave-, Chicago 51. 
ty he 


The maker also announces a new Circle No. 211 on Handy Cover Card 
E-Z Folding Leg Bracket making it easy Circle No. 210 on Handy Cover Card 


LUMB ERY: an lucrease Sales u uth 
TRUCKS: Neen se. 


\\ LS 
Myiee|| REDWOOD 


CENTS! 


(continued on page 118) 








Certified K.D. 
e All Grades 

All Patterns 

Mouldings 











iene \ UNION LUMBER COMPANY 


SENSE MAKES CENTS, CENTS MAKE DOLLARS 
AND DOLLARS ARE WHAT YOU SAVE WITH 
TRUCKS DESIGNED EXCLUSIVELY FOR YOU. 


TREE FARMERS AND MANUFACTURERS 


Member FORT BRAGG 
Write tor i CALIFORNIA 


formation on g 
why you should San Francisco Park Ridge, Ill. 


neve these Los Angeles New York 
rucks. 
COMMERCIAL BODY CORPORATION 
233 W. GARDEN ST., DEKALB, ILL. 
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Why PENNVERNON 
is more than just 
“window glass” 


Slowly, carefully, a sheet of molten glass is 
drawn through this vertical shaft—touched by 
nothing but jets of air—until the glass has been 
carefully control-cooled beyond the danger of 
injury. This processing technique eliminates 
the vertical lines and scars which appear in 
ordinary window glass that is subject to abra- 
sion before it cools. Vertical drawing with 
controlled-cooling produces brilliantly clear, 
smooth, unmarred surfaces on both sides of the 
sheet—characteristics that make PENNVERNON 
more than just “window glass.” The pains- 
taking attention to detail in this process is 
evident in every phase of PENNVERNON’s manu- 
facture—making it the quality leader in its field. 


What does this mean to you? 
Whether you are ordering glass for the win- 


dow sash you make, or buying sash with glass 





already installed, your responsibility is to give 


your customers the highest quality window 


glass for the job. Customer satisfaction is your 
stock in trade—for satisfied customers will be- 
come steady customers. You can be sure that 
PENNVERNON Window Glass, with its beauty, 
durability and true vision, will not only sat- 
isfy, it will delight your customers. 

Contact your nearest Pittsburgh Branch or 
Distributor for details on quality-crafted 
PENNVERNON. Pittsburgh Plate Glass Company, 


632 Fort Duquesne Blvd., Pittsburgh 22, Pa. 


PENNVERNON® 
... Mot just window glass 


Paints - Glass - Chemicals - Brushes - Plastics - Fiber Glass 
“PITTSBURGH PLATE GLASS COMPANY 


in Canada: Canadian Pittsburgh Industries Limited 
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“‘Sometimes I 
think this is a 
poor territory” 





You can find live prospects and the kind of business you want 
— through DODGE REPORTS 


If you’re looking for profitable business in the new construc- 
tion field, information and timing are vital. You need detailed 
facts on what’s going on in your market every day. You need 
to know when and where to act. Only in this way can you 
go after the kinds of jobs that will do you the most good. 

That’s where Dodge Reports come in! They’re mailed to 
you daily. They tell who’s going to build what and where — 


in your area...in the types of construction in which you’re 
interested. You know at once whether any given project is 
right for you. Follow-up reports tell you when bids (or 
rebids) are wanted—and even with whom you're competing. 

If youdo business anywhere within the 37 eastern states, let 
us show you how Dodge Reports can improve your operation 
and your profit picture ... keep you ahead of competition. 


WRITE FOR FREE BOOK 


F. W. Dodge Corporation, Construction News Division, 
119 West 40th Street, New York 18, N. Y., Dept. AL49 


Send me the book “Dodge Reports — How to Use Them Effectively” 
and let me see some typical Dodge Reports for my area. I am interested 


in the general markets checked below. 

[-] House Construction [) General Building 
[_] Engineering Projects (Heavy Construction) 

Area — 

Name 

Company 


Address 


City 


Circle No, 36 on Handy Cover Card 


Dodge Reports 


( l ea vel 
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no more grease-coveret 
windows for me!... 


| 


¥ | DS next time | want 


WARE 


win vdDdow s 
they're chemically 
cleaned and etched 

at the factory- and 





@ ae they sure do sell homes! 


Maybe you’re among the many builders who’ve 
lost time and temper because your windows come 
covered with mill grease—dull and unprot~ ted— 
and vulnerable to the ‘“‘bite of hot mortar.”’ 


If so, you'll be money ahead by insisting on WARE 
Aluminum Windows...every one of which is chem- 
ically cleaned and etched at the factory and given a 
lustrous, eye-appealing finish of DuPont METHA- 
CRYLATE, exceeding Federal Specifications. You'll 
be 100% sure of passing FHA inspection, too! 


Why not find out all the ways in which Ware 
Windows give you extra value? Write Dept. AL-4 
today. 





feon 0. Ware Ware®ite and 
tcon O Wait . hamng Ware Awning 


Ware Laboratories, inc., 3700 N.W. 25th St., Miami, Florida 
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NEW PRODUCTS 
(begins on page 108) 





No-Duct Range Hood 


A homeowner can easily install the 
Nautilus No-Duct Hood in just a few 
minutes, says maker. Once installed, he 
merely plugs the electrical cord into an 
ordinary electrical outlet. The kitchen 
stove range hood requires no vents, 
ducts or outside louvers. The air is 
purified by having it pass through a fine 
mesh aluminum grease filter and then 
through a special activated charcoal fil- 
ter, maker announces. 

The unit is available in three models 
for installation on the wall, under cab- 
inets and over ranges in peninsular ar- 
rangements. Switches for two-speed fan 
and recessed fluorescent light are con- 
veniently located for fingertip control. 
Models are available in eight sizes, rang- 





Boy, HAVE WE 


ing from 24” to 48” in length. 

Market data. Suggested retail prices 
range from $99.50 to $154.50. Finishes 
include brushed antique copper and 
hammered copper, stainless steel and five 
porcelain enamel colors. It is available 
through electrical, building supply and 
appliance distributors. A special free- 
standing display deal is offered to deal- 
ers. Sales aids include a demonstration 
kit, catalog sheets and consumer folders. 
Cooperative advertising allowances also 
are available. Major Industries, Dept. 
AL, 1030 W. North Ave., Chicago 14. 

Circle No. 212 on Handy Cover Card 


GOT TRI-VENTS--- 


You bet we have! All sizes, all types — 
stationary or adjustable — aluminum 
or galvanized steel — extra-wide mar- 
gins, large free areas. Extra-strength 


louvers lock in place; can’t rattle, come 


loose, or fall out. 


Back-edge flanges 


keep out driving rain and snow—front 
edges.are rolled for that modern, mas- 


sive look. 
strength. 


All edges hemmed for added 
8-mesh screen meets F.H.A. 


Daylight Shower Enclosure 

Space is saved with the new Gulfspray 
Daylight Shower Enclosure because 
four-inch walls necessary for stall show- 
ers are eliminated, announces maker. 
The two side walls of glass of the en- 
closure permit the interior to be as bright 


as the rest of the bathroom. Either clear 


requirements. 
or obscure glass may be chosen. The 


in 
rn sturdy aluminum extrusions won't rust, 
z rot or warp and either a satin or 
4 4 bright finish may be specified. Where a 


corner enclosure is not practical, there 
also is available a three-sided special 
enclosure. The fixed wall becomes the 
back of the enclosure and the other 
three sides are brilliant glass and gleam- 
ing metal. 

Market data. Offering a dealer dis- 
count of 40%, the new daylight shower 
enclosure is individually cartoned. It is 
an ideal item for both consumer and 
contractor sale. Dealer sales aids in- 
clude a catalog and envelope stuffers. 
Binswanger & Co., Dept. AL, 207 N. 
Main St., Houston, Texas. 

Circle No. 213 on Handy Cover Card 


VOU SELL ‘EM! 


Leigh Tri-Vents come completely as- 
sembled, ready to sell, ready to install. 
In base lengths from 2% to 10 feet, de- 
signed to fit any roof pitch. Whatever 
the customer wants in triangle venti- 
lators, you can sell him with Leigh! 


Attic Ventilators, too, in all sizes and 
types. Plus Leigh Roof Ventilators, 
Undereaves Ventilators and the sensa- 
tional new aluminum Trimvent which 
looks like trim and installs like a board 
in the soffit. 


Ss 


INFORALITION 
WOMEN 


See Your Jobber or Write for Catalog 


Introduces Futura Signs 
New Futura signs are limited to 30 
of the most popular, best-selling titles. 
The signs are designed to add decor 
to restaurants, churches, depots, fac- 
tories or offices. Crafted of lightweight 
aluminum with a long-lasting coat of 
permanently fused baked enamel, Fu- 
& =e poo ic - rust and can be 
; amp-cloth cleaned. 
BUILDING PRODUCTS Market data. Each Futura sign is em- 
Awnings & Canopies Aristocrat Mail Boxes bossed with two holes for mounting 
Closet Accessories Full-Vu Bi-fold Doors and retails at 50¢. Hy-Ko Products 
Outdoor Accessories Ventilators Co., Dept. AL, 6813 Wade Park Ave., 
Ventilating Fans i Range Hoods Cleveland 3, Ohio. 
Pelton ¢ iGng Pan Bowers Circle No. 214 on Handy Cover Card 


LEIGH BUILDING PRODUCTS 
Division of Air Control Products, Inc. 
1859 Lee Street Coopersville, Michigan 


In Canada: 


LEIGH METAL PRODUCTS LTD. 72 York St., 


oe 


London, Ont, 





(continued on page 122) 
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West Const Hemlock. 


THE 
MULTI-PURPOSE LUMBER 


Nature is good to hemlock in the Pacific North- 
west. Plentiful moisture and even temperatures 
produce a species of hemlock that is superior to 
hemlocks grown elsewhere, in its yield of high 
quality multi-purpose lumber. 

The name “ability” wood has been applied to 
Weyerhaeuser 4-Square West Coast Hemlock be- 
cause of its wide usability, wearability and work- 
ability. Weyerhaeuser takes this abundant 
‘ability’? wood and through scientific logging, ac- 
curate sawing, controlled kiln-seasoning, precision 
surfacing, proper grading, careful handling and 
shipping, produces a multitude of West Coast 
Hemlock lumber products. 

Dealers who sell this plentiful “ability” wood 
have found it to be a highly profitable species. 








Weyerhaeuser | 4-SQUARE 











LUMBER AND BUILDING PRODUCTS 





A Versatile Full Line 


Weyerhaeuser 4-Square West Coast Hemlock is 
ideal for framing, sheathing, and siding applica- 
tion. It is excellent for flooring because it actually 
toughens with age. Among the many popular 
specialty uses are: shelving, furniture, cabinets, 
paneling, and trim. 

West Coast Hemlock is becoming increasingly 
popular as a finish lumber because it combines 
exceptional building values with outstanding 
beauty. It is stiff and strong, easy to work and 
holds nails securely. It has a beautiful light color 
which takes natural finishes well, and also has re- 
markable paint retention qualities. 

Many lumber dealers are featuring this prac- 
tical, dependable species because West Coast 

wn,  temlock ideally serves many uses. 

eR, Ask your Weyerhaeuser District 
<==cy° Representative about this fine species 

“coune*’ when he next visits your Yard. 


Weyerhaeuser Sales Company 


FIRST NATIONAL BANK BUILDING « ST. PAUL 1, MINNESOTA 


April 13, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER Circle No. 77 on Handy Cover Card 





STEP | 


Distribute 
this booklet 
to your 
customers 
who live 


in houses 


HOW TO 
INCREASE 
RETAIL 
SALES 

IN THREE 
EASY 
STEPS 


STEP Il 


They will 
a-leleMeleleleL 
improve- 
ments 

like these 
which they 
can easily 
build. 


STEP Ill 


They will 
come to you 
for Trinity 
White 
Cement 
Tare | 


other items. 


Do-it-yourself 
around the 
home with 








Really Popular! The most-wanted booklet 
ever published on concrete told how to 
build improvements around the home. 
Now, here is a similar booklet on how 
to build these improvements with white 
cement, which is a true portland cement 
and handles like grey... but white 
concrete is far more beautiful... fits in 
with contemporary structures and modern 
living. 

A quantity of these booklets is free to 
each Trinity White dealer and he may 
reorder at our print cost. See below for 
descriptions and/or drawings of items. to 
build that are included in this booklet. 








FLAGSTONES 


Several varieties are described. Rectan- 
gular shapes; irregular shapes; imbed- 
ding natural stones .in walk; using the. 
turf as a form. 





POOL, FISH 


Gives a point of interest in garden. 
Raise aquatic plants; attract birds. Draw- 
ings of 3 types of pools are shown, 
Very popular. 





BENCHES 


A circular bench that encompasses a 
tree in your yard. Other items in this 
book that will interest your customers 
are: birdbaths; sundials; flower boxes. 





GAME COURTS 


Shuffleboard courts are easily made and 
complete directions are given for con- 
struction and marking, A tennis court 
is a big ticket job. 





Beautiful walls and screens are being 


built. The gleaming white of Trinity or 
5 the true colors when pigments are 


added make it the favorite. 





STEPS 


More attractive to the eye than grey 
concrete. Easily seen at night because 
of high light reflection. Trinity White 
has a big usage around the home. 





SIDEWALK 


Here again the lovely white of Trinity 
is much more appealing than the ordi- 
nary grey. Suggest a 2-course job using 
white topping. 





TERRACES 


Easily built. The trend is to outdoor liv- 
ing. Wanted by practically every grow- 
ing family. Just one of dozens of rea- 
sons for Trinity sales. 





TOPPINGS 


A topping of Trinity White on a base- 
ment floor makes a tremendous differ- 
ence—it's because Trinity reflects light, 
Makes basement space valuable. 





TERRAZZO 


Terrazzo floors are first choice for pub- 
lic building, stores, and wherever there 
is heavy foot traffic. Here you will be 
selling to contractors. 





POOLS, SWIM 


Here is a big market and one that is 
destined to grow rapidly. Trinity's adver- 
tising is pre-selling contractors who read 
swimming pool publications. 








bsnl 





Why The Demand-—A few years ago white 
cement was regarded as a thin-market build- 
ing material specialty. 

But times have changed! The enormous 
increase in home ownership... the do-it- 
yourself movement... the demand for more 
beautiful homes and grounds... these have 
all greatly increased the demand for Trinity 
White Cement. 

Another reason for the quickened demand 
for Trinity White Cement is that its brilliant 
whiteness adds so much to the appearance of 
the finished job, yet adds so little to the cost. 


* © For a copy of ‘Do-It-Yourself Around The Home"’, write Trinity White Division, General Portland Cement Company, 111 W. Monroe Street, Chicago 3, Illinois = = « 
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Pictures like these 
SELL Home Remodeling 


ASPHALT 
TILE 
CEMENT 


‘“ °° ‘“ ” . . 7 
© “Before” and after” photographs — truly — Contractors and layers “stick” with Consumers Asphalt Tile 
sell a thousand words. You'll find pictures like these cement because it requires no priming, has a high quality 
can sell more home improvement “packages” for asphalt emulsion and is ready to use on concrete or wood 
your company—just as they are doing for many (above or below grade). No fire hazard. Spreads 200 sq 


lumber dealers throughout the U. S. and Canada. ft. per gallon. 


These dealers sell their products and services to ¢ SH RUBBER 


homeowners by having us mail HOME Maintenance 


& Improvement ... a remodeling idea and how-to Prod ndhhe A TILE CEMENT 


magazine published by American Lumberman to 
merchandise building materials. HOME carries the Here is a rubber tile cement with a 
fast tack, slow setting, tight, perma- 
d li hi ly 60¢ 7 _ nent bond. Cannot injure or warp 
consumer customer and prospect lists for only ¢ ae a tile. Spreads 150 sq. ft. per Hon? 


per name per year. 


dealer’s cover imprint, is addressed and mailed to 


Look into this outstanding direct mail advertising 
program for boosting your 
company’s consumer sales. 
Just send us the coupon below 
for full information. 





on oe ee ee ee eee 


a OM t maintenance 

and improvement 
Service Manager, Room 501 : 
59 East Monroe St., Chicago 3, III. 





This new tile cutter is per- This spreader has 4 different 
fect for cutting linoleum, as- = serrations. You can move the 
phalt, rubber, vinyl asbestos handle to apply almost every 
floor tiles. Sturdily con- | type adhesive, including wall 
structed frame with gradu- _ tiles, floor tiles, and linoleum 
ated rule, Cuts 9 inch tile, 

yet weighs only 5% Ibs. 


Send us complete information, without obligation, on your 
direct mail advertising program for lumber dealers. 


Company 
Street_ 
City, zone, state 


ES REE a ae eee ea ae ee ee 











NEW PRODUCT'S (begins on page 108) 





ve Drilling Hammer 
age ee - Named the Mitey-Mite, a new two- 
mae ; pound hammer is said to be the perfect 
: tool for all hand drilling jobs in mason- 
: ry, for all cutting jobs with cold chisels 
LLIN { vette. and for masonry form work. Its one- 
~ piece head-handle is constructed of 
fine tool steel. Its Vinyl-Nylon Cushion 
Grip absorbs all shock and won't loosen, 


GLIDRAULIC i says maker. 
Market data. The Mitey-Mite hammer 


PATENT PENDING is available only in painted finish, polish- 
ed face and bevel. Overall length of the 
hammer is 11”. The list price is $5.25. 
Estwing Mfg. Co., Dept. AL, Rockford, 


15 YEAR GUARANTEE ™ Circle No. 215 on Handy Cover Card 





Now for the first 
time you can offer 
your customers a top quality, 
precision-built, trouble-free hydraulic 

7 Been wh aye storm mira a. Fence Post Caps 
y _— os CORSET GREK 16 Gee il pus. A new aluminum cap is said to elim- 
hydraulic closer that has more outstanding operating inate chamfering of post tops and pre- 
and sales features than any other closer. vent checking of wooden posts. The 
square-shaped stamping, designed to fit 
over 4”x4” posts, is made of aluminum 
OUTSTANDING SALES FEATURES for long-lasting attractiveness and resist- 
5 ance to corrosion. Posts are cut off at 
@ 15-Year Guarantee ® Double latching power the desired height after they are set in 


® No Bounce—Glides Closed ® Double Wind Resistance the ground to assure an even appear- 
ance. Setting the caps is the final step. 


© No Adjusting © Easily Installed Market data. The fence post cap is 
available in either natural aluminum, 
retailing at 20¢ each, or in gleaming, 
brass-colored anodized finish at 27¢ 
each. American Tool & Engineering, 


SPECIAL OFFER Dept. AL, 2105 Moore, San Diego, Calif. 


We will send you one FREE Illinois Glidraulic and pay wuiredaptniodie:sizennxxtooaniiaass 

you $2.00 cash for installing it on your —— oa Roll Valley and Flashing 

screen door, or if you prefer, we will send you Fi an 

X104 mounted operating display sample. un anuaee. aa calen. one 
Here's all you do! Order 12 Illinois Glidraulics and flashing to its complete line of metal 

return the certificate in the carton to Illinois Lock Co., building products. Fabricated from 28, 

800 S. Ada St., Chicago, Illinois and we will return $5.97 29 and 30-gauge galvanized steel, it is 

to cover your cost of closer and installation, or the said to be one of the more rigid roll 

FREE demonstrating sample. — and flashing materials now avail- 

able 

Order Glidraulics from your jobber today! Market data. QSM galvanized roll val- 

ley and flashing is available in 50’ 

rolls, in twelve widths from 4” to 30”, 

from Quaker State Metals Co., Dept. 


The Witlavelie Lock Co. AL, Lancaster, Penna. 


. . " Circle No. 217 on Handy Cover Card 
803 S. Ada Street, Chicago, Illinois (centinasd-on piige 206) 
Circle No. 80 on Handy Cover Card 
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Wew VENTILATED 


SOFFIT MATERIAL 
in 100-ft. Rolls! 


This new corrugated aluminum soffit 
material is perforated with “%” holes 
on 56”, 60° centers, giving it 14% 
open area for ventilation. No soffit 
louvres are needed. Packaged in 
100’ rolls of 12, 18, 24, and 36-inch 
widths, (Also available non-perforated.) 





This new corrugated aluminum soffit 
material is easy to sell because it’s so easy 
to install. Builders go for it because it requires 
no soffit louvres; is light, flexible, and easy to handle; 
and is primed white for easy painting. Adds permanent, 
rust-free beauty to home, school or industrial build- 
ings. Ideal for room dividers, shading screens and 
other home decorative uses! 

For the full story of profit opportunities offered you 
by Quaker State, just send in the coupon. 





Quaker State 
Metals Company 


LANCASTER * PENNSYLVANIA 


Makers of Aluminum Roofing and Siding in sheets and 
rolls for farm and industry, Aluminum Roll Valley and 
Flashing, Aluminum Reflective Insulation and Vapor 
Barrier, Aluminum Building Shapes, Galvanized and 
Aluminum Rain Carrying Equipment, Aluminum Utility 
Sheet. 


6 More New QSM Profit Opportunities 























1 OR 2-SIDED COPPER VAPOR 





GALVANIZED FOOTER FORMS. ALUMINUM AND GALVANIZED 
Light, flexible, easy to use. For fost, BARRIER AND REFLECTIVE IN- TERMITE SHIELDS AND PIER 
inexpensive pouring of concrete SULATION. Corrosion resistant. CAPS. Two-inch single or double 
footers, curbs, sidewalks, etc. Sup- Used with a mastic on footers and flange shields. Inside, outside, and 
ported by '%” reinforcing rods, for underground installations. Forms double flange miters simplify in- 
driven through holes in flanges. permanent seal around doors and stallation, and are available to fit 
windows. An effective insulator. all standard walls. 


















QUAKER STATE METALS CO. 
Box 1167B 
Lancaster, Pa. 





Gentlemen: 
Please send me the full profit story of QSM Building Products. 















NAME. FIRM 






GALVANIZEDROLLVALLEY AND GALVANIZED BUILDING SHAPES. GALVANIZED WALL TIES. Eco- 
FLASHING. One of the most rigid A complete selection of trim to nomical, corrugated wall ties, used 
roll valley and flashing materials finish out all roofing applications. for tying brick to masonry, brick or 
on today's construction market. Used Quaker State galvanized building masonry to frame, or brick or 
also for duct work, ete. Of 28, 29, shapes have strong, reinforcing ribs. masonry to concrete block; ond 
or 30-gauge, in ten widths from 4 In ten-foot lengths for easy for reinforcing concrete block or 
to 30 inches, in 50-ft. rolls. application, brick corners. 










ADDRESS 








CITY ..+ STATE. . 








lamal[] Dealer [_] Distributor (check one) 
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THE MOST COMPLETE LINE OF METAL BUILDING PRODUCTS MANUFACTURED AT ONE SOURCE 


Marlite takes minutes of care...years of wear 


Marlite paneling makes housekeeping easier because 
its baked melamine plastic finish cleans almost effort- 
lessly with a damp cloth. Moisture, grease, household 
acids and stains can’t penetrate its smooth soilproof 
finish. And Marlite provides remarkable resistance to 
heat and hard knocks . . . stays like new for years 
without painting or refinishing. 

Sell Marlite’s ease of cleaning plus all the other 
customer benefits—and you'll build Marlite volume. 
Remember, Marlite is one of your top profit items, 


both in percentage and total profit per sale. Call your 
Marlite wholesaler now—or write Marlite Division of 
Masonite Corporation, Dept. 441, Dover, Ohio. 


Marlite 


plastic-finished paneling 


ANOTHER QUALITY PRODUCT OF MASONITE® RESEARCH 


Tell these features and you'll sell Marlite 


Resists : . 
Boiling Water Resists Heat Resists Impact 


= 
eR a 


3 g * Resists Crayon Marks 
Resists Alcohol Resists Fruit Juices and ink Stains 
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The customer was right. » « “We had never used Gold Bond Permaboard 


Flat Sheets on a home as expensive as this,” says builder Howard Lange, “but the cus- 
tomer specified Permaboard by name. Now we’re glad he did. The 4’ x 8’ sheets went up 
fast, look beautiful with the stone front, and saved us a lot of money. In fact, we used 
Permaboard for the soffits, too, and you can bet we’ll continue to use it now that we’ve 
seen how attractive, practical and economical it is.” 

That’s how one smart builder feels about Gold Bond Flat Sheets, either Permaboard 
or flexible Pliaboard. Why not tell your builder customers about it too? You can get 


complete details from your Gold Bond® salesman—or write Dept. AL-49, 


NATIONAL GYPSUM COMPANY, BUFFALO 13, NEW YORK 


4 eee ft 
ink as wn 
Saye * 06 . . a 


he ze 
a 4 tl nadie 
4 on Mr. Ear! Kirsch, Sec’y./Treas., and Mr. Howard Lange, President of Lange and Kirseh, Ine 


BUILDING PRODUCTS 


ep aead of tomorrow 
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NEW PRODUCTS (begins on page 108) 





Gutter Spikes 


A new improved type of 
spike for hanging both alum- 
inum and galvanized box 
gutters on homes is an- 
nounced. Called the Storm- 
guard Gutter Spike, the new 
nail features a strong steel 
core double-dipped in mol- 
ten rust-resistant zinc. It has 
about 3” of ring threads at 
the tip end for anchoring 
purposes. Available in 7” 
and 8” lengths, other lengths 
on request. W. H. Maze Co., 
Dept. AL, Peru, Ill. 
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Porcelain Glaze 


Tilette, a liquid porcelain 
glaze, is now available in a 
new package design. Plus of- 
fering the glaze in a bubble 
pack, each card acts as an 
attractive selling display for 
counter, rack, or wall hook. 

ae Retailing at 40¢ per jar, the 
glaze repairs chipped porce- 
RESIDENTIAL lain on sinks, bathtubs and 
refrigerators to a pure white 
Standard and special gloss, says maker. Tilette 
designs in sectional Cement Co., Dept. AL, 401 
overhead type residen- LaFayette St., New York, 
tial doors for quick N. Y. 
factory drop ship- 
ment. Makers of the 
fabulous Redwood 
Beauti-door. 
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All standard types of 
sectional overhead 
wood doors available 
in extension spring or 
torsion spring galva- 
nized hardware. 


STEEL 


Sturdy sectional and 
one-piece steel over- 
head type doors avail- 
able in residential and 
commercial sizes. Gal- 
vannealed steel and 
factory painted. 


Tile-N-Tub Crack Sealer 

A new water mix powdered plastic 
compound for filling cracks, which ap- 
pear between tile and tub, sink or 
shower, is announced. Named Tile-N- 
Tub Crack Sealer, the plastic compound 
forms a tight seal, bonds firmly to both 


COMMERCIAL ff 


Commercial sectional over- 
head type doors job design 
in wood or steel with either 
extension or torsion spring 
galvanized hardware. 


Write for price list AL-59 and 
the complete story about Wagner 
profit-making sales plans on Ga- 
rage Doors. 


Also ask for Bulletin AL-59H 
giving full information on Wag- 
ner Sawhorse Trestles, Scaffold 
Brackets, Ladder Brackets, etc. 


the tile and the tub. It is waterproof and 
white. Ideal for mosaics, too. 

Market data. Tile-N-Tub Crack Sealer 
is furnished with an especially designed 
spatula and squeegee for easy application. 
Suggested retail price of a 12-ounce 
package with tools and instructions is 
$1. Dealer discount is 40%. Cooperative 
advertising allowances are available to 
dealers. Wilhold Products Co., Div. of 
Acorn Adhesives Co., Dept. AL, 678 
Clover St., Los Angeles 31, Calif. 


WAGNER MANUFACTURING COMPANY 


CEDAR FALLS 1OWA U.S.A 


Circle No. 220 on Handy Cover Card 
(continued on page 128) 
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BUILT-IN SALES CLINCHER 


Admiral built-ins sell homes! 


Giant non- fogging picture 
windo ts you k int 
oven from acr k 


Cost less...install easier! 


NEW CUSTOM-BEAUTY! NEW EFFICIENCY! 


To the housewife, the kitchen is the heart of the home. That’s why 

homes with Admiral Kitchens are easier to sell. Admiral built-ins are loaded 
with exclusive features that have instant appeal to women. What’s more, 
these advantages are pre-sold nationwide by Admiral’s 

continuing powerful national advertising. 


By any measure, Admiral built-ins give your house a built-in sales clincher 
that can open and close the sale. They’re easier to install... actually cost you 
less! It will pay you well to investigate Admiral built-ins now! turn 


Rotary Roaster 
ba te 4 t f ast 


Automatic Temperature 
Control Units make t 





MAIL THIS COUPON TODAY 

Admiral Corporation, Built-in Appliance Division, Dept. AL-49 
3800 Cortland St., Chicago 47, Illinois 

Please send more details and the name of my nearest Admiral 
distributor. 


wile MARK OF QUALITY THROUGHOUT THE WORLD 


Admiral) 


Sold in 90 countries. Manufactured in the U.S.A., Australia, Argentina, Brazil, Canada, Italy, 
Mexico, Philippines, and Uruguay. Admiral Corp., Chicago 47, IIl., and Port Credit, Canada. 


Name 


Address 


City Zone State 
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Introduces the Holster-Pak 

All Evans steel pocket tapes (except 
Thin-Tape) are now sold in a Holster- 
Pak, a leather-like, fitted holster that clips 
to the belt. Each tape in its holster 
comes attached to an individual per- 
forated hardboard card that also can 
be sold on racks or bins. The Holster- 
Pak keeps the tape at hand throughout 
the job and it can actually be used in 
many instances right from the hip with- 
out removing the tape from the hol- 
ster. The retail price of Evans pocket 
tapes will not be increased by the extra 
value of this functional packaging, says 
maker. The new packaging is offered 
as a convenience for the do-it-yourselfer. 
Evans Rule Co., Dept. AL, Elizabeth, 
N. J. 
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For Details See New 
Inquiry Card on Back Cover 





Visqueen in New Package 


A_new container for Visqueen also 
provides an attractive display piece for 
a retailer. An easy-to-open tear slot en- 
ables the dealer to simply pull the de- 
sired amount of Visqueen film out and 
snip it off. The box can be mounted on 
a rack and a roller inserted through the 
ends for easy dispensing. It can be 
placed on a shelf or flat surface or at- 
tached to a wall with a_ supporting 
bracket. Both Visqueen standard film for 
do-it-yourself uses and the new Vis- 
queen ribbed film for carpet protection 
are offered to dealers in the new pack- 
age. Plastics Div., Visking Co., Div. of 
Union Carbide Corp., Dept. AL, 4D ee 
Wacker Drive, Chicago, Il. 
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Textolite Counter Display 


A counter display features 236 chips 
of General Electric Textolite laminated 
surfaces. Occupying less than a square 
foot of space, the display is 30” high. 
Attached chips are samples of all the 
67 Textolite patterns and colors, includ- 
ing 12 wood grains, 5 marbles, 7 Hey- 
dey, 11 Ming and the 6 new Spungold 
patterns. The chips are easily removed 
from the display for close inspection by 
customers. Textolite Div., General 
Electric Co., Dept. AL, Coshocton, Ohio. 
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VENTWOOD AWNING BRACKETS 


FOR BUILDING REAL WOOD AWNINGS 
will help you get your share of the 


Multi-Million Dollar Awning Business 





VENTWOOD AWNING BRACKETS 


® No Inventory 
Problem 

® Two Sizes Only 

© Fit Any Window 


“<5 Step Brackets on 
Short Window 

8 Step on Standard 
or Picture Window 


More Bounce Per Ounce 
Off Maple Floor— 


+ 6” BEVEL SIDING (From Your Stock) 
= ATTRACTIVE, LOW COST AWNINGS 


You Can Sell a Complete Awning for as Little as $7.10 


AVERAGE WINDOW 
LESS THAN $10.00 


Quick Sales When 
You Display 
Ask about a FREE Set 
for Your Display 








Matching Door Canopies 
and Decorative Scrolls are 
Available 





ENTWOOD . sila 
tHe McLEETE co. 


307 No. Stone Ave., La Grange Park, III. 


See Your J Jobber or 
Write Direct for 
Full Details 
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Andrew Hill H. S. Gym 
San Jose, Calif. — Installer, Best Floor Co.— Architect, Edward W Kress 


“LESS DENTS” MAKE SENSE FOR YOU, TOO! 
yw 


Livelier, easier-on-the-feet, the floor of this 
new high school gym in California is the 
same as in the Big Ten's latest ‘‘gem" 


(Columbus, Ohio) — just smaller. NORTHERN MAPLE 


FLOORING 


J. W. WELLS 


LUMBER COMPANY 
Menominee 9, Michigan 
Phone: UNION 3-928! 
Member, Maple Flooring 
Mfrs. Assn. 


Made by J. W. Wells and DIAMOND 
HARD Northern Maple, it's a floor which 
can also take roller skating, dancing, other 
community uses that help ‘‘sell'’ the gym 
— or (if necessary) pay for it. 


Write for ““Money-Making Gyms” 
(and leads from Wells’ ads in school publications) 


DISTRIBUTORS IN MAJOR CITIES COAST-TO-COAST 
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Biggest News in Corner Bead 
Since SUPER-EX!/ 


gone?” 


-New MitcoR°™™ 


RIGID BEAD 


(PATENT PENDING) 


a SC \> A new sales builder for you! 
With a ready demand due to these 
important features... 


Straight, uniform nose 
makes for clean cut 
corners every time! 


Tube-like nose makes it 
easy to splice Rigid-Bead. 


Wide flange permits 
quick, secure 


line of corner beads ' oR : 4 attachment to any 
} kind of lath 


The most complete 


> 


- Spring-fit angle hugs - 
as j tight to corner, speeds v 
o >s adjustment to varying ‘< 
~ plaster grounds. 
ra = 
EXPANSION 


New Milcor Rigid-Bead is easy to handle and stock, 
Combines the rigidity and it costs no more than ordinary arch-type beads! 


- - P of solid metal with ioid-Res tc avails 2 ar » im 7. i | 
Te 2: the positive Rigid-Bead is available, in cartons, in 7-, 8-, 9-, 10-, 
: 4 plaster key 0 of . ’ a on 7 = ; 5 aikeieeaiede \— 
a d Supanded metal. and 12-ft. lengths. Order now from your nearest Milcor 
> ae warehouse listed below. Or write for a sample today. 
F AF ® 


MIVA TL COR vcsine cove proce 


better through constant improvement 


XPANSION PART CAP 


ili kekelmmeot-t¢-tlele Mi, [omme=4 O41 4 


; DEPT. D. 4029 WEST BURNHAM STREET * MILWAUKEE 1, WISCONSIN « 
available on request. NNATI , 


INAT VELANEI ETROIT. KANSAS TY 


7D: INLAND STEEL PRODUCTS COMPANY 
fod 


WAREHOUSES: BALTIMORE, BUFFALO HICAGO 
LOS ANGELES, MILWAUKEE T. LO 


SALES OFFICES: ATLANTA, DALLA 
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Alsynite Panels 

A new easel-type display offers a 
complete selling message, including a 
handy table printed on the back to give 
the dealer a quick summary of the en- 
tire Alsynite line. Featured on the face 
of the card is an attractive patio illus- 
tration showing the product installed. 
A handy pocket holds do-it-yourself 
booklets telling how easy Alsynite is to 
use. Mounted on special rings in the 
lower part of the easel are attractive 
samples of the complete new line of 
Riviera corrugated panels in seven new 
basic colors, plus samples of Steplap, 
Saratoga and Sierra. 

Dealers may obtain the new counter 
display through distributors. Alsynite Co. 
of America, Dept. AL, 4654 De Soto 
St., San Diego 9, Calif. 

Circle No. 224 on Handy Cover Card 


Helpful Sandpaper Guide 


A new sandpaper guide-chart uses 
actual sample swatches to reinforce its 
recommendations for hand and machine 
sanding. By using 16 pieces of real 
sandpaper and non-technical terms, the 
chart simplifies choice. It quickly shows 
the right sandpaper and right abrasive 
grit for all stages of finishing for most 
materials available. Printed on heavy 
coated white card stock in blue a 
yellow, the 842” x 11” chart is punchéd 
for wall hanging. 

The guide-chart 
charge to dealers. 
Div. of Norton 
Troy, N. Y. 
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is available free of 
Behr-Manning Co., 
Co., Dept. AL, 





ureity 


? 
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Special Offer 


Hercules Plastic Aluminum 


Dealers can now sell Hercules Plastic 
Aluminum at a 48% profit on a special 
offer. With every dozen of the 49¢ and 
$1 bubble-packed tubes, the dealer au- 
tomatically receives two free tubes in 
the same carton. Dealer profit on every 
carton of the 49¢ size (28 tubes) is 
$6.66; his profit on each _ of the 
$1 size (14 tubes) is $6.8 

Also available to Rory at no charge 
are a wire dispenser rack, window 
streamers, ad mats, envelope stuffers 
and product information. The retailer 
may receive any or all of this material 
free by filling out a postpaid reply card 
enclosed in every carton. Hercules 
Chemical Co., Dept. AL, 416 Broad- 
way, New York 13, N. Y. 
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HARDWARE 
SPECIALTIES 


DOOR CLOSERS 

with a 5 year guorantee 

CONTINUOUS (PIANO) HINGES 

Full range of sizes in all metals and 

finishes 

DOOR AND CABINET BUTTS 

All sizes, metals and finishes for 

Every Need 

SCREEN (FOLDING) HINGES 

For %", Ve”, 1%, 1Ve” and 1%” wood 
E BOOKCASE STANDARD 


Pilaster Adjustable Type. Write for circulars 


SPRING HINGES 


Hanging Strips 

HALF-SURFACE DOOR BUTTS 
Plain, Ball Bearing and Spring 
DOOR STOPS AND HOLDERS 


A Type For Every Purpose 


Write for Catalog on Business Stationery 





PARKER HARDWARE MFG. 


Quality Hardware Since 1900 
~NEW YORK 2, N.Y 


LUDLOW STREET + Phone WAlker 5-6300 
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Single and Double Acting for installation with or without 


« a 


OR BUS. 


CORP. 








Centrally located for vacation fun—near Gulfstream Track, 
Hollywood Dog Track, Jai Alai, 
famous restaurants—yet nestled in a quiet, 
atmosphere of its own, with swimming pool which over- 
looks adjoining golf course. 


1, 2 and 3-bedroom apartments, efficiencies; air condition- 
ing, Panel-ray heat; T.V. and lounge; shuffleboard. 


$3 daily per person, double occupancy. Efficiencies slightly 
higher. $1 additional per person, July and August. Write 
for reservations today. 


DUFEK-PAGANO-PARKER—Owners 


Fuad Wl 


smart shops, 
restrained 


churches, 


WILL MEET TRAIN, PLANE 


2734 Johnson St. 
Hollywood, Fla. 
| WAbash 2-9468 
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;] Time to Get In On Cummins 





KN HARDWARE WEEK SPECIAL! 


plus 2 PERMANENT STEEL 
ETS Reg. $5.00 Value 


ABRASIVE pyres PURCHASE! 


FREE WiTH SA 


Here’s a “Hardware Week” Special that makes sense 
to your customers — and dollars for you! 


aC/ 2 etched metal (one piece Uni- 
Brasive) permanent steel abrasive sheets —a $5.00 
value — free with purchase of Cummins ‘“Double- 
Action” Sander at the regular price of $49.95. 

2l/ One “Uni-Brasive” is especially de- 
signed for fast-cutting orbital sanding ...the other for 
superfine straight-line sanding. That’s all you need 
because these abrasives last for years. And only 
Cummins Double-Action Sander gives your customer 
both sanding actions at the turn of a key. 


Special! National advertising in the Saturday 
Evening Post and Popular Mechanics tells your cus- 
tomers of this big Cummins offer and helps you sell! 
Other national advertising sells your customers on 
Cumrnins throughout the year! 
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There's “‘Pay-Off Power’ in America’s Only Double-Action Sander! 
Turn the key and change the action— from fast orbital 
action for preliminary and standard sanding to straight-line 
action for no-chip “end” sanding and final finishing. Super- 
powered Cummins motor and timing belt drive for constant 
duty performance . . . 3-position auxiliary knob . . . self- 
cleaning action . . . heavy-duty ball bearing construction 
. retails at $49.95. 
Plan now to make the most of Hardware Week with Cummins. 
Mail the coupon below. 


Cummins Portable Tools 5055 N. tyde\\ Ave., Milwovkee 17, Wis. 


Division of floheeOsleS manuractuRING CO. Dept. AL © 1959 J.0.M.C. 


Rush me the details of Cummins “Hardware Week" Special and 
free display materials. 


oe ee oe oe we oe oe ee me ee 
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Adjustable Dock Plate 


The new Holleen Dock Plate offers 


low-cost installation in new or existing 
docks. It is furnished as a complete 
structural steel unit completely assem- 


bied. No pit or forming is necessary, 


says maker. The fully-framed unit is set 
and leveled and concrete poured around 


One-Stop Shopping in a Hurry 
—See Card on the Back Cover 


framing. Fully mechanical, the dock 
plate requires little maintenance except 
greasing once or twice a year. It is 
manually controlled by a system of 
compound levers, counterbalancing 
springs and wheels. No separate power 
is needed. It provides four-way move- 
ment, up, down, in and out. The dock 
plate also is available with its own su- 
perstructure for mounting in front of 
existing docks. Tremplo Mfg., Dept. AL, 
Osseo, Wis. 
Circle No. 227 on Handy Cover Card 


Drills Holes 10° Deep 

Holes from %” to 1” can be made 
through studding without destroying the 
finished plaster walls with new exten- 
sions and bits, says maker. Ideal for 
installing new wiring and other remod- 
eling jobs, the bits require only a %4” 
drill and are safe to use even from 
ladders. Only one hand is needed to hold 
the drill. These steel, patented bits are 
easily replaced, and one shank can be 
used for any sized hole, it is said. The 
extensions have standard %” pipe threads 
and may be used in conjunction with 
lengths of pipe to drill even deeper holes. 
Time Saver Tools, Dept. AL, 27 Park 
Ave., Mundelein, III. 
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NEW LOW COST 


MOISTURE DETECTOR 


VERSATILE—Tests flooring, interior mill- 
work, framing lumber, insulation, plaster 
walls, brick, concrete. 

LOW COST—Price $90.00 f.o.b. Boonton, 
N. J. 


ECONOMICAL—Long battery life, approx. 
2 years, batteries available anywhere, 
cost only $2.65. 


SMALL—easily carried from a neck strap 


Write for free information. 


DELMHORS INSTRUMENT 


COMPANY 
660 Cedar Street, Boonton, N. J. 
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FTB 30-15 Lift Truck 


Designated the FTB 30-15, a 3,000- 
pound capacity lift truck is powered 
by a four-cylinder heavy-duty industrial 
engine. It is available in either gasoline 
or LP fuel models. Two transmissions 
are available, the standard two-speed 
constant mesh transmission or the op- 
tional power-shift torque converter drive. 
Design of the new truck makes it espe- 
cially suitable for use in narrow aisles. 
The truck can be turned in a minimum 
radius of 64”. The extra lift mast, 
standard on the unit, provides maximum 
stacking height of 131%”, with an 83” 
overall lowered height. The mast pro- 
vides 16%” of free lift. Allis-Chalmers 
Mfg. Co., Engine-Material Handling 
Div., Dept. AL, 1126 So. 70th, Mil- 
waukee 1, Wis. 
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Paint Mixer 

A new line of low-cost Thor-O-Mix 
paint mixers is available in two sizes: 
Model A for gallons and smaller; Model 
B for quarts and smaller. The mixers 
employ a pitch-tilt throwing action that 
assures fast, thorough mixing of ali 
kinds of paints or liquids, maker says. 
The machine consists of a frame which 
houses the 60-cycle, 110-volt electric 
motor, as well as the gearing and eccen- 
tric which drives a rubber connecting rod 
to vibrate the cradle as it rocks on its 
two rubber bearing blocks. Rubber 
gripping pads, tightened by a hand-knob, 
hold either round or square cans in the 
cradle. Containers cannot fly loose or 
shake out, maker states. 

Machine is lightweight for portability 
and compact for space saving on floor or 
counter. Beck Equipment Co., Dept. 
AL, 3350 W. 137th St., Cleveland 11, 
Ohio. 
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as tow AS 
1 $Q. FT. 


OVER 18 MILLION FOLKS 


SEE THIS AD TWICE A MONTH 
IN EVERY ISSUE OF THESE PAPERS *, 


For Easy Selling — Easy Hangii 
Warp’s New veneer 
DISPENSING Diger att 
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Rural Gravure 
Rural New Yorker 
Southern Planter 
Utah Farmer 
Wallace's Farmer 
Washington Farmer 
Western Farm Life 
Wis. Agriculturist 
Farm Quarterly 


American Agriculturist Michigan Farmer 
California Farmer Missouri Ruralist 
f, stays Dakota Farmer Nebraska Farmer 


Durable Farm and Ranch New England Hmstd. 
Made Ohio Farmer 


Tee Famer Oregon Farmer 
Florida Grower Pennsylvania Farmer 
Hoard’s Dairyman Poultry Tribune 
idahe Farmer Prairie Farmer 
Kansas Farmer Progressive Farmer 


lene Sheeting 
Resistant Black 


miess Polyethy 
r Sun- 


roof, acid 
LL is water proof, A p 
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Made In Clear O 
COVERAIL 
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" ,, Meets sony y A 
60° below oney ca! 1 Plastics. 


D Iolyethylene m ‘ 
“ a Ii).—Pioneers ' 


This timely, consistant advertising pre-sells your customers 
on Warp’s COVERALL and tells them to 
come to your store to get it 


lement Or Feed Dealer 
+ Local Hdwe., LOr., tmp 

Ta Ta es War's COVERALL At These Low, Low Prices, 
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YOU WANT IT... 


We specialize in standard and custom packaging of Fordyce “Big A” quality 
pine boards, dimension, special items and paneling. Pine boards and dimension 
packages (strapped) contain approximately 1,000 board feet per package... 
OR, you tell us HOW you want your lumber packaged! 


WHEN Tee WART FF .:2 + 


70 years of experience and know-how in the manufacture and distribution of 
top quality lumber assures you prompt service at all times. Your order will reach 
you by truck or rail, as you desire. 


WHERE vee wanr iv... 


During the past 70 years, Fordyce Lumber has moved promptly and steadily 
to customers throughout the Nation. Today’s modern transportation and 
communications facilities assure you even FASTER service than ever before, no 
matter where you are. 


Try FORDYCE QUALITY and SERVICE next time 
.. + You'll appreciate the Difference! 


. / 
j : Seri 
Viniversan 














LUMBER COMPANY 


E; A R K A N A 


ie Me, BRAN D S Yow Knee 
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Management Workshop-Iin-Print 





99 WAYS TO SELL AT A PROFIT AGAINST CUT-PRICE COMPETITION 








* Sixth of a series 


Don't Lose the Order If You Can Get It at a Net Profit 


Rule 78. Offer to provide a written guarantee of satis- 
faction or money back, and point out that they can’t get 
that from the competitor. They probably can’t even return 
unsatisfactory goods. 


Rule 79. Parade all the possible dangers inherent in the 
low price before the buyer. Make him fear a lesser price, 
using such points as poor quality, inadequate service, in- 
experience, insufficient responsibility, impermanence, poor 
design, short life, old fashioned, untested materials, poor 
appearance, poor reputation, difficulties in use and appli- 
cation. Get the buyer to admit again that he is more in- 
terested in low cost rather than low price. Follow this with 
the statement that low price is not only often, but nearly 
always, the most costly buy. 


Rule 80. Avoid mentioning any competitor by name and 
never knock a specific competitor. When you are planting 
fears, use such terms as the “average company”, “other 
suppliers”, “some dealers”, etc. Be tactful and try to sug- 
gest rather than assert negative comparisons. 


Rule 81. Cite examples of buyers being stung by not 
getting the value they expected. Quote case histories of 
people being sorry that they bought at cut price sources. 
Sad experience causes many buyers to be suspicious of 
cut prices. 


Rule 82. In contrast, pile up testimonials to prove extra 
buyer satisfaction in doing business with your company. 
Offset every fear you’ve planted in the buyer’s mind by 
the assurances to be had if he buys from you. 


Rule 83. Use the advantage you have over the competitor 
in the buyer’s mind. He wouldn’t tell you about the lower 
price unless he would prefer to buy from you. Keep prob- 
ing until you find the reason he would prefer to buy from 
you and then build it up through all the above techniques. 


Rule 84. Review all of the known chiseling techniques to 
see if any of them are being used by competition to lower 
the price in ‘the instance you are working on. (See Box 
“46 Ways to Chisel in Lowering the cost of a New Home) 
Review these with the buyer. 


For data on 
products in 
this issue. . . 


See and Use Handy Cover Card 


Rule 85. Point out the many ways you could adjust your 
price to lower levels, by lessening the quality of materials 
and curtailing service. Point with price to the fact that 
you have figured the quality and quantity needed by the 
buyer, and that this deserves his confidence in your price. 


Rule 86. If the competitor is a mail order house, point 
out to the buyer that he has to pay in advance, pay the cost 
of delivery, pick up the product at the freight station, and 
get no service after the sale. He also has to wait for de- 
livery. 


Rule 87. The competitor with an extremely low price usu- 
ally has left himself an out somewhere. See that every 
competitor’s loopholes are all plugged. 


Rule 88. Prove that you are offering more than competi- 
tion is. It doesn’t have to be much more—anything above 
50% controls; 1% more than the other fellow will get the 
order if you can prove it. 


Rule 89. Even though you don’t talk about your com- 
petitors specifically, you should know a lot about each one 
of them, their strength and their weaknesses, their peculi- 
arities and their habits. Make use of this material, but in 
general, instead of specific terms. Nothing antagonizes a 
prospect as much as a frontal attack on competition. Your 
job as a salesman is not to tear down a competitor and de- 
grade his proposition, but to make the prospect want to 
buy from you rather than the competitor. That willingness 
to buy from you will come from more faith in you which 
might be destroyed if you destroy the buyer’s faith in your 
competitor. It is better to leave competition specifically 
out of the sale and treat competition, if it is necessary to 
mention it at all, in the general terms described above. 

For example, don’t try openly to find the name of your 
competitor. If the buyer isn’t aware that you know the 
competitor’s name, you can talk freely because you are 
not knocking an individual or a company. It might be a 
good idea to make this point with the buyer. 


(continued on page 136) 
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THE NIFTIEST, THRIFTIEST ACCOUNTING SETUP A DEALER COULD WANT 


It’s already blueprinted for you, step by step in fullest 
detail in the Burroughs Sensimatic Plan. And that plan 
gives you: 


e A simple, yet 100% mechanized accounting system. 


e A system geared to all your present needs yet flexible 
enough to keep pace with increased volume. 


e A system that gives you vital up-to-the-instant figure 
facts about the status of your business at all times. 


With the Burroughs typing accounting machine you 
wrap up posting and journalizing in one operation with 
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complete typewritten description at the same time. Com- 
parative operating statements and balance sheets, too. 


Just one more example of how Burroughs Corporation 
solves problems with systems that range from low cost 
mechanical accounting to advanced electronic data 
processing. 


FREE BOOKLET: Call our nearby 
branch today for your free copy of From 
Journalizing to Report Writing. Or write 
Burroughs Corporation, Burroughs Divi- 
sion, Detroit 32, Michigan. 


Burroughs and Sensimatic—T M's 


> Burroughs Corporation 


Burroughs 


a “NEW DIMENSIONS 4 IN ELECTRONICS AND DATA PROCESSING SYSTEMS” 
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WORLDS FASTES A 
SELLING PADLOCKS / 


COMPLETE 
PADLOCK 
DEPARTMENT 
in less than 


2 Sq. Ft. 


lry these 
| Pb il Spots 


t ta 
BEHIND CASH 
REGISTER 
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BUILDERS 
HARDWARE 


With the Master NO. 100 
Display it’s easy to keep this 
fast-turnover line in a prominent 
place. Enjoy the steady, year 
"round profits that only Master 
features and Master quality 
can give you. Order from 
your wholesaler. 


A Make sales faster with 


Master Padlocks 


EVERY ONE AN OUTSTANDING VALUE 


aes Master lock Company. Milwaukee 45, Wis 
Worlds Largest Padlock MWHanufacturers 
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Tried ail Seited Selling Sentences 


That Pay Their Way 
When Competition Gets Really Tough 





“We pay your labor for you and include it in the monthly 
payment.” 

“A man who quotes a price without profit in it is either a 
fool or a thief—in either case he is not to be trusted”. 

“Tl tell you what we'll do”. (Use this in closing. Offer an 
extra special service that does not change the price) 

“Our competitor undoubtedly knows better than you or any- 
one else what these products and services are worth. They are 
probably worth no more than he is asking. Ours, too, are worth 
what we are asking. Think it over. Do you want his idea of 
what you need—or ours?” 

“There are two types of dealers—‘price’ dealers and ‘service’ 
dealers. Price dealers by their very nature tend to minimize 
quality and service. Service dealers, on the other hand, tend to 
provide the quality and service that is needed and wanted and 
they price it fairly. The price dealer is interested in the im- 
mediate order. The service dealer is interested in building 
satisfied customers.” 

“I don’t pretend to be a mind reader and I doubt if you are, 
so when a specification is left as indefinite as this (competitive 
one) is, what you'll actually get for the price is mighty uncer- 
tain.” 

“Ours and our competitor’s proposals look identical, but 
there is a difference somewhere. There’s got to be at that price. 
It’s up to us to together analyze the difference between their 
proposal and ours. If they were rendering the same service 
as we do, they’d have to get the same price—or go out of busi- 
ness. There’s got to be a difference in extra materials or serv- 
ices, one or the other.” 

“Let me tell you frankly what could happen. As soon as a 
low priced outfit gets the order they are up against the tempta- 
tion to find a profit somewhere so they look at every cost of 
every kind and try to eliminate it. This almost always means 
trouble for the buyer. Wouldn’t you rather do business with a 
company that not only has a reputation for right prices but for 
the best quality and service, as well?” 

(If you decide to let the business go to a competitor at a 
lower price) “We'll have to defer to your buying judgment. We 
sincerely hope everything will turn out to your advantage. Be- 
cause we are constantly trying to increase the value we give for 
what we ask, won’t you promise you'll give us another chance 
the next time you are in the market? Thanks.” 

Note to Retail Sales Manager: These tested selling sentences 
are excellent sales meeting material. Take one sentence at a 
time and ask each man present under what circumstances he 
would use it. At next meeting have each man report on his 
successful use of one of these sentences. Offer prize at second 
and subsequent meetings for most resultful report. 


(Continued in next issue). 





DEALERS! BUY DIRECT 


VITALITE 


FIBREGLASS PANELS 


SOSH HEHEHE HEHEHE EEE HEHEHE HEHEHE HEHEHE EEE EEE 


THE “NEW LOOK" THAT SELLS 
Translucent Fibreglass panels—corrugated 
or flat—in an endless array of colors and 
textures, add striking permanent beauty, 
to any home, store, office or plant. Sell 
it for patios, carports, partitions, window 
walls, shutters, skylights, overhangs, en- 
closures, etc. Ideal for colorful non-break- 
able window glazing. Vitalite will SELL 
for you, wherever it is used. 

Write or phone for complete details 
UNITED PLASTIC PRODUCTS CO. 
Dept. AL, Rte. 130, Florence, N. J. 
HYacinth 9-059! 

We manufacture the products we sell. 
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n52 CONOLITE’S 


Big, national advertising program 
pre-sells do-it-yourselfers and homeowners for you! 


38° 





ai 


A huge audience of Do-It-Yourself homeowners 
across the nation will see Conolite in a dramatic full- 
color ad in American Home, striking two-color ads in 
Popular Mechanics, House Beautiful, Living for 
Young Homemakers and Sunset. Permanent Conolite 
beauty and protection as well as economy and ease of 
application will help pre-sell this comes-in-a-roll 
plastic laminate for dealers everywhere. 


Display and dispense Conolite—in rolls on wonderful 
new Roll-a-mart. Conolite in rolls . . . easy to apply, 
now easier to sell. Stock Conolite now, in time for your 
share of big ’59 sales! 


CONTINENTAL (C, CAN COMPANY 


CONOLITE DIVISION 
WILMINGTON, DELAWARE 
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Are you a Lost and Founder ? 
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The Lost and Founder is a squinter of long standing. When the products 
he sells are hard for him to identify at a glance, he founders and so does his business. 
If you are ready to drop the Bo-Peep routine and pick up profits, 
you'll be wise to look into the easier identification and better shelf appearance of 
Spencer Kellogg Linseed Oils . . . Just one of 6 big advantages 
your S-K distributor is ready to describe to you in full. 





STEPS TO PROFITABLE 


LINSEED OIL SALES 


K's “12-Pack” in both quarts and Reverse color scheme on Raw and National advertising in trade and con- 
ints means smaller inventory and faster Boiled cans gives you better shelf ap- sumer publications is backed by national 
nover. pearance, easier identification. distribution wherever you are. 


-K Linseed Oils, Pure Raw and Im- S-K produces 100% Pure Raw Linseed Valuable sales aids are yours free, one 
oved Boiled, are guaranteed to meet Oil... best where raw is required. A to help you sell the contractor, one the 
Federal Specifications. must when prescribed by veterinarians. consumer —and one for yourself. 


SPENCER KELLOGG and SONS, INC. 
Dept. AL, Buffalo 5, N. Y. 


a oe OE OG - @  CC 
AND SONS, INC. 


Please send me Spencer Kellogg sales aids! 





Name 


BUFFALO 5 N \ Address 


_* ONO Ree oes 


Circle No. 99 on Handy Cover Card 





< 
kin} 
* 
Pa 
‘. 
5 
. 
¥; 
a 
/-* 
ee 
Oy ¥ 
¥ 
4 


GALVANIZED MASONRY REINFORCEMENT 
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DEALERS: 4 


It will pay to tie in with 
this fast-moving, widely- 








advertised masonry 
reinforcement. Write 
for details. 























lowa State College: Keywall masonry re- 
inforcement approved for Helser Hall, a 
new men’s dormitory at Iowa State 
College, Ames, Iowa. Architect: Brooks- 
Borg, Des Moines, Iowa; General Con- 


tractor: W. A. Klinger Construction Co., 
Sioux City, Iowa. 





NN cael 


University of Missouri: Three 9-story resi- 
dence halls and a single cafeteria unit 
for women students being constructed 
at the University of Missouri, Colum- 
bia, Missouri. Keywall is being used in 
this vast project. Architect: Hellmuth, 
Obata vel Saemeianiins: St. Louis, Mis- 
souri. General Contractor: D. C. Bass 
& Sons, Enid, Oklahoma. 





\ Kane 


University of Wichita: Keywall used in 
masonry curtain walls in the new Math- 
ematics and Physics Building at the 
University of Wichita, Wichita, Kan- 
sas. Architect: W. I. Fisher & Company, 
Wichita, Kansas. General Contractor: 
Hahner & Foreman Inc., Wichita, Kan. 





[raion 


Indiana University: The Elisha Ballantine 
Hall, a basic course classroom building 
at Indiana University, Bloomington, 
Indiana. Masonry walls are being rein- 
forced with Keywall. Architect: A. M. 
Strauss Inc., Fort Wayne, Indiana. Gen- 
eral Contractor: Huber, Hunt and 
Nichols Inc., Indianapolis, Indiana. 





Campus buildings 
are getting greater 
reinforcement 

at lower cost 


Architects accept Keywall masonry joint reinforce- 
ment for building projects at colleges and universities. 
Look at these new classroom buildings and residence 
halls at four leading universities. Masonry joints on 
these buildings are being reinforced with Keywall for 
added strength, greater crack resistance. 

The ability of Keywall to increase lateral strength 
and reduce shrinkage cracks in masonry has been 
demonstrated on job after job. Recent tests confirm 
this superior quality. Architects know they’re getting 
effective reinforcement at a savings. 

Masons like Keywall... they use it as specified. 
They find it easy to handle and easy to adapt to a 
wide range of applications. Keywall can be lapped at 
corners without adding thickness to joints. Full em- 
bedment and a complete bond are assured. 

Galvanized Keywall can be stored any place without 
rusting. No wonder Keywall wins wide acceptance 
among builders and architects! 

Keywall is made for the following wall thicknesses: 
4”, 6”, 8”, 10” and 12”. 


KEYSTONE BY 
STEEL & WIRE CO. %, 


PEORIA 7, ILLINOIS 


Keywall - Keycorner « Keymesh® 
Keystrip » Welded Wire Fabric 
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HELP WANTED 





Assistants to Lumber Department Managers 
in several progressive medium sized retail 
ards in Central California, forty minutes 
rom State Capital. Integrity, experience, 
and sales ability will provide excellent op- 
portunity in long established firm of top 
reputation. 
Auburn Lumber Company 
Auburn, California 





IN CALIFORNIA, wanted an experienced 
LU-RE-CO or prefabricated construction 
Foreman or Superintendent. Expanding op- 
portunity offered to a good man in this 
new department of a g lumber company. 
Located in the best part of California. Write 
full information. 
Auburn Lumber Company 
Auburn, California 





MILLWORK MEN 
Large Chicago Millwork Compeny offers a 
real future to men familiar with one or more 
of the following Millwork positions. 


Liberal benefits including company paid 
Retirement Plan. Write giving complete de- 
tails of past experience. 

Address Box G-36 American Lumberman, 
Inc. 





ESTIMATING AND SALES 


Excellent opportunity for man_to handle 
contractor and consumer sales. Some draft- 
ing and estimating experience needed. Old 
established yard in Southern Wisconsin. Re- 
ply stating qualifications, experience in your 
own handwriting. Address Box H-20 Ameri- 
can Lumberman, Inc. 





Wanted—Manager for lumber yard in town 
of 500 in North Central part of Illinois. 
Give age, experience and references. Ad- 
dress Box H-21 American Lumberman, Inc. 





Experienced wholesale lumber salesman for 
Milwaukee, Wisconsin territory to repre- 
sent old established lumber and plywood 
manufacturer and wholesaler of west coast 
species. Salary and expenses until estab- 
lished. Profit share afterward. Pension_pro- 
ram and group insurance available. rite 
ull particulars og ge | background, 
availability, etc., to Box -22 American 
Lumberman, Inc. Replies confidential. 





WANTED: Moulding and Cutstock Plant As- 
sistant Superintendent. Long experience all 
phases moulding manufacture, such as, ma- 
chine set-up, maintenance, quality and cost 
control realization. Need good knowledge 
cut-to-length production and finger-jointing. 
Relocate Albuquerque. Write giving full de- 
tails experience references. Box 1694 Transit 
Remanufacturing Corporation, Albuquerque. 
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SITUATIONS WANTED 








BUSINESS OPPORTUNITY 














Production Engineer wishes to contact a 
firm —as a Prefabricated House 
Plant—preferably large lumber yard. Long 
time experience in ail phases plant opera- 
tions including streamlined techniques for 
custom building (four low priced jigs). Can 
handle any elevaton. Would consider man- 
aging a large Truss Plant. Address Box H-24 
American Lumberman, Inc. 





Manager or Assistant Manager for retail 
lumber yard. Over 25 years experience as 
yard owner and manager. Experienced in 
all phases of retail lumber business, buy- 
ing, selling, estimating, etc. Honest and 
energetic. Address Box H-25 American 
Lumberman, Inc. 


Lumber and Building Supply business on 
Florida Keys. Good will well established. 
Investment $150,000.00. Needs hustling Own- 
er-Manager. Would consider selling part 
interest. Excellent future potential. Present 
owners have other interests. For further in- 
formation address “Keys Yard’’ c/o Box 5, 
Allapattah Station, Miami 42, Fla. 





BUSINESS FOR SALE 








FOR SALE: Lumber, Build Material, 
paint and hardware, small town. 
Grossing average $100,000—2 buildings, good 
inventory, going concern. Excellent w 4 
some financing available. Address Box G-51 
American Lumberman, Inc. 





SALES REPRESENTATIVE 
WANTED 








WANTED—Manufacturer Representa- 
tive—to sell complete line of orna- 
mental iron and aluminum railing and 
columns. A Do-It-Yourself item—a 
volume product with fast turn-over. 
Liberal Commission. State area in 
which you sell when writing for de- 
tails. Elite Fabricators, Bel Air, Mary- 


land. 





MANUFACTURER'S REPRESENTATIVES 
sought for new line aluminum overhead 
sectional garage doors with high sales ap- 
peal (by AAA-1 rated manufacturer) plus 
radio door operator. Need representatives 
calling on contractors, garage door dealers, 
garage fabricators, lumber, building supply 
and home improvement dealers. Exclusive 
territories. Liberal commission. Write Bar- 
berton Aluminum Specialties, Inc., Box 592, 
Barberton, Oho. Give territory covered and 
lines now handled. 





Salesman now calling on retail lumberyards 
to handle our stock of kitchen cabinets on 
a commission basis. Territories opem Wis- 
consn, Minnesota, Eastern Iowa and South- 
ern Illinois. Please mention lines now han- 
dled and territories covered. Address Box 
H-23 American Lumberman, Inc. 





Young, aggressive manufacturer of overhead 
garage doors expanding sales coverage de- 
sires representatives ca “g on retail lum- 
ber and building supply dealers in Maine, 
New Hampshire, Vermont, New York, etc. 
Complete line of competitively priced, quali- 
ty doors. Large volume, exclusive terri- 
tories, good commission. New England Door 
Corp., 15 Lane St., Waltham, Mass. 





YARD FOR SALE 
Retail Lumber, hardware and coal yard in 
Northern Kentucky. Coal conveyors to dum 
truck. Good profitable yard. Been in busi- 
ness for 40 years. Will inventory. Address 
Box G-57 American Lumberman, Inc. 





THE MOST OUTSTANDING YARD in the 
Southwest is for sale due to owner's re- 
tirement account of age. City of 350,000. 
Established business; yearly sales approxi- 
mately $1,000,000. No bonus. Inventory at 
market. Sell or lease coenes and im- 
provements to responsible purchaser. Ex- 
ceptional opportun _ Negotiations confi- 
dential. Address Ox -26 American 
Lumberman, Inc. 





NEW HAVEN AREA—Established lumber 
and building materials yard. Mostly retail. 
A-1 location on areas busiest highway. 
Profitable history. Excellent reason for sell- 
ing. Rare my * Harris Weissbuch, 
152 Temple St., New Haven, Conn. 





FOR SALE: Retail Lumber Yard in Western 
North Carolina. Eleven months ending Jan- 
uary 31, 1959 gross sales $179,000.00. Four 
acres of land, two side tracks and all 
necessary buildings. Principal owner con- 
solidating operations in main locality. Ad- 
dress Box H-27 American Lumberman, Inc. 





FOR SALE: Old established lumber, ma- 
terials and coal yard in good south-central 
Wisconsin city of 3000 in heart of dairy- 
land. Substantial farm business, growing 
communty. Has industries employing 600- 

the year around—waterworks, new 
sewage disposal plant, swimming pool, 
good public schools, Lutheran and Catholic 
grade schools, Lutheran, Presbyterian and 
Catholic Churches. Sales $140,000 to $200,000 
on inventory $35,000 to $50,000. Only yard 
in town. Owner retiring. Excellent opportu- 
nity for cash buyer. Address Box H-28 
American Lumberman, Inc. 





For Sale—-LUMBER & BUILDING MATERI- 
AL BUSINESS, clean stock, well established. 
good location in the fast growin city of 
Stuttgart, Arkansas, “DUCK CAPITOL OF 
THE WORLD”. Reason for selling failing 
health. Address Box H-29 American Lum- 
berman, Inc. 





MISCELLANEOUS FOR SALE | 





BUSINESS WANTED 











Experienced manager, outstanding refer- 
ences, proven record. Will purchase yard 
with low down yment, long term financ- 
ing. College graduate medium and large 
yard management. Preferably estate settle- 
ments or retirement situation. Address Box 
G-43 American Lumberman, Inc. 





RAILS WANTED 








CARPENTERS APRONS 
Write for prices and information. 
THE MINNESOTA SPECIALTY CO. 


119 North Fourth Street 
Minneapolis 1, Minn. 





Large 3” Plastic Reflectors. Ideal for Yard 
Protection. Will not rust. Available 2 for 
$1.00 postpaid. Dealer inquiries invited. Ad- 
dress Box G-49 American Lumberman, Inc. 
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RAILS. New and Relaying, Bought and Sold. 
1000 Good Serviceable Kiln Trucks in stock. 


M. K. FRANK 
480 Lexington Ave., New York 17, N. Y. 
105 Lake Street, Reno, Nevada 


MACHINERY FOR SALE 











Ross Straddle Carrier Md. 70 5 ton good cond. 
Band Saw 64” wheels 8” saws. 

Knight Carriage 4 blks. 20-36’ long. 

No. 1 Boss Timber Surfacer size 30” x 16”. 
Bishop Lbr. Co. 2315 N. Elston, Chicago, II. 
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homes sided with Aluminum by ALSCO 


SELL FA 
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There’s a big building year ahead! Alsco Alu- 
minum Siding is growing in popularity. Builders 
are already siding entire allotments of new homes 
with Alsco. Building Supply and Lumber dealers 
who want to tie in with this big profit picture, will 
find Alsco a “must” product to offer builders. 


Builders keep “on schedule” with Alsco! It can 
be applied year ‘round, in any kind of weather. 
It’s lightweight for easy, fast installation. No 
painting is required, two coats of mello-lustre 
enamel are baked-on at the factory. Alsco will fur- 
nish installers or help train crews who haven't 
used aluminum before. 


Alsco siding meets F.H.A. requirements for new 
construction. More and more lending institutions 
are evaluating Alsco sided homes in the same high 
loan classification as brick veneer. 


The practical, permanent features of Alsco Alu- 
minum Siding are the answer to buyers’ demands 
for “good living.” It’s advertised in BETTER 
HOMES & GARDENS, AMERICAN HOME, HOUSE 
& GARDEN, PARENTS MAGAZINE, SUNSET and 
leading builder’s magazines. 


Builders will be using more and more Alsco sid- 
ing. Be ready to supply their demands! 


eALSco 


ALUMINUM SIDING 


™ 
* 


HOMES CAN BE 
BUILT FOR LESS with 
ALSCO ALUMINUM SIDING 


Let us prove it! 


BUILDER'S DIGEST 
of FACTS ABOUT 
ALUMINUM SIDING 


plus other information 

Building Products Division, Dept. S-59 
Alsco, Inc., 225 S$. Forge St. 

Akron 8, Ohio 

Name__ 

Company Name_ 

Address 


City 


Se ee eee ee eee ee ee ol 
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Alsco also manufactures aluminum primary double hung 


, . ; (Please attach this coupon to your letterhead) 
and slider windows, shutters, vents, fascia material. 


Lee ew eae eee aeeseeeee@ 
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‘Have You Overlooked This’’ 


The following manufacturers were carried 
in the March 30 issue of American Lumber- 
man & BPM and are again listed with their 
inquiry numbers for your convenience. Use 
the Handy Cover Card for more information. 


Al-Chroma Paint Co., Inc. 
Manufacturer offers new beauty in as- 
phalt blacktop coating. 


Allied Chemical Corp., Barrett Division .456 
Information on new Barretone Tiles in 
decorator styles available. 


Aluminum Co. of America 
Thicker metal assures longer life for 
aluminum gutters. 


American Floor Machine Co., 
Div. of American-Lincoln Corp. 
Free Book tells Plain Facts on Tool 
Rental Business. 


American Steel & Wire, 
Div. of U. 8S. Steel 
Merchandising kit to help make extra 
sales and profits offered. 


Angepics Hardwoods 
oup offers finest appalachian ee 


Campbell-Hausfeld 458 
Announces complete line for 1959. Offers 
new catalog. 


Certain-teed Products Corp. 
Profit building line of insulation adver- 
tised by manufacturer. 


Georgia-Pacific 
Send for complete information on Pack- 
aged Redwood Lumber. 


Graham & Co., Inc., John H. ........ 483-490 
Summer lawn and garden specials 
offered by group of distributors. 


Independent Lock Co. 
High profit item for tapping the 
remodeling market offered. 


Inland Steel Products Co. 
Advertises complete line of ventilators 
to meet every job requirement. 


- - ees Products 
Div. of Air Control Products Inc. .. 
Send for free catalog on roof ventilation. 


Miracle Adhesives Corp. ................ 455 
Sensational “Free Goods” offer by 
Miracle Tub-Calk manufacturer. 


Muller Machinery Co., Inc 460 
Profitable distributorships offered by light 
construction machinery co. 
National Manufacturing Co. 468 
Catalog on builder’s hardware offered free. 
Plumb Shop 462 


Free gansehemdion offered with purchase 
of #100 or #200 merchandiser. 


paint. 


Write tor catalog on how to reduce 
delivery costs. 


Ridge Tool Co., The 
Advertises new hex wrench that wont 
slip off. 


Safe Padlock & Hardware Co. 447 
Offers one source for four complete lines 
of builders hardware. 


Sterling Corp., John 
Offers all new, all purpose pocket 
door frame. 


Trinity White Cement 452 
Most wanted book ever published offered 
free by manufacturer. 


U. S. Aluminum Siding Corp. 
Full line of sales aids including ad mats, 
brochures & slides available. 


Weiser Company 
Colorful insert offers quality locks. 


For data on 
products in 
this issue. . . 


ADVERTISERS’ 


INDEX 





Abitibi Corporation 

Admiral Corporation 

TG ate SCar edi c's p< > skeen sos cene 143 
Alsynite Co. of America 67 
Aluminum Co. of America ....94-95, 102- | 
American Screen Products Co. 

American Sisalkraft Corp. 

Andersen Corporation 

PRN Gr Ge ccc ce sccecvcscces 32-33 


Barclite Corp. of America 
hr-Manning Co., 
Div. of Norton Co. 
Borden Co., The 
Bunyan Lbr. Co., Paul 
Burroughs Corporation 


Celotex Corp., 
Clarke Floor Machine Co. 
Consumers Glue Co. 
Continental Can Co., 

Conolite Div. 
Continental Steel Corp. 

ins Portable Tools, 

Div. of John Oster Mfg. Co. 

Cupples Products Corp. 


DeKalb Commercial Body Corp. 
Delmhorst Instrument Co. 
Dexter Lock Division, 

Dexter re Inc. 
Dodge Corp 
Dodge Div. ‘of inarsiies Corp. 
Durham Co., Donald 


Evans Rule Co. 


Firestone Tire & Rubber Co., The 
Ford Div. of Ford Motor Co. 
Fordyce Lbr. Co. 

Frantz Manufacturing Co. 

Friden, Inc. 


Hager & Sons Hinge Mfg. 

Hines Lbr. Co., Edwar 

Homasote Compan 

Home Maintenance & Improvement . 


Illinois Lock Co., The 
Inland Steel Products Co. 
International Harvester Co. 
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VERTICAL STACKING for handyman pick- 
up trade is popular both east and west. 
“A"'-type bins shown at left are at 
Danny-Do-It Lumberama in Clifton, N.J.; 
above, Squires Lumber Co., Colton, 
Calif. 


ODDS-AND-ENDS BIN is a natural for 
hobbyists. This is one at Wood's, Bir- 
mingham, Ala., where plywood is also 
advertised at 9¢ a pound. 


Do-It-Yourself Market Tips 


Handyman Trade Not 
For Everyone 


One of the pioneers in “pocket- 
sized” handyman stores and yards in 
the east was Dreyer Lumber Co., 
whose branch in New Dorp, New 
York, attracted wide attention sev- 
eral years ago for its lumber bins in 
the retail store, along with tools and 
hardware. 

Today, the New Dorp branch is 
still in business. But, says Mr. Martin 
of Dreyer Lumber Co., zoning prob- 
lems have hindered the operation and 
have definitely curtailed any plans to 
place similar handyman branches 
around Staten Island, as originally con- 
ceived. 

Instead, Martin said, the company 
has gone in the opposite direction. It 
recently opened a complete new yard 
in New Jersey which caters 100% to 
builder and industrial business. 

“We do not say that the New Dorp 
experiment is losing money. But we 
prefer the volume business that comes 


from builders and industrials. Perhaps 
it is our fault that the pickup branch 
idea did not develop as we originally 
planned. Maybe do-it-yourself selling 
just isn’t for everyone. We find the 
builder business profitable and any 
further expansion will be in that di- 
rection.” 


How Much Help for 
Do-It-Yourselfers? 


Only a third of handyman custom- 
ers need help in selecting materials or 
hardware in the opinion of a dealer 
who has been a pioneer in self-service 
retailing. 

Jake Von Tobel, Von Tobel Lum- 
ber Co., Las Vegas, Nev., said that 
he had to retrain salesmen in the lum- 
beryard to tell customers in a friendly 
way to wait on themselves. 

“The best way is to have piles of 
lumber, cement, wallboard, etc., plain- 
ly marked and signed. When a cus- 
tomer inquires, the salesmen should 


keep his hands in his pockets, his feet 
firmly on the ground. He should point 
to the piles and say: 

‘You'll find it right there, sir—sec- 
tion B, pile 22. And over there at the 
entry area to the self-service section 
you'll find shopping carts to make it 
easy for you.’” 





Part-Time Salesman 


One way to get weekend sales- 
men who know what they are 
talking about is to hire jobber 
representatives on a part-time ba- 
SIS. 

A New Jersey dealer has two 
jobber salesmen at his store on 
weekends. “These fellows know 
how to sell and they know build- 
ing materials,” he said. 

















Trade Mark 


Registered 





DOUGLAS FIR 


PONDEROSA PINE— SUGAR PINE 


WHITE FIR 


INCENSE CEDAR 
Annual Production 56 Million 


High Altitude, Soft Textured Growth 
Modern Moore Design Dry Kilns 
Manufacturer and Distributor 


PAUL BUNYAN LUMBER CO. 


SUSANVILLE, CALIFORNIA 
Sales Office at Susanville, California 


ANDERSON, CALIFORNIA 
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Some men itch for success when they should be scratching 


for it. 
- * ~ 


The traveling salesman was going to be in town for only one 
night and luckily happened to meet a gorgeous cutie. Realizing 
he was pressed for time, he took her dancing. As they danced 
he squeezed her and said, “You are simply gorgeous. On the 
second squeeze he whispered, “You’re the most exquisite 
dancer I’ve ever met.” oe 

Finally the panting salesman gasped, “Look sweetie, this is 
my only night in this city.” 

She looked at him with all innocence in her baby-blue eyes 
and said, “Well, I’m dancing as fast as I can.” 

+ + + 


“Taxi?” 
“Yes, sir.” 
“T thought so.” 


* * 7 


Drunk: 
Driver: 
Drunk: 


In the spring a young man’s fancy lightly turns to thoughts 
of love. As a result of such carefree spinning he ends up as a 
member of the P.T.A. and owner of a house. The materials of 
this house often come from MAUK—not directly, you under- 
stand, but through a retail dealer. 

If you would like to be the dealer who supplies the materials 
for that house, well, it’s all quite simple. Stock MAUK items, 
the brand that always sells better because it’s known to be best. 

* * + 


Simple Celia says her boyfriend is an artist but all he ever 
draws is the shades. 
+ * + 


“Doctor,” the owner of a great Dane told the vet, “you’ve got 
to do something. My dog does nothing but chase sports cars.” 

“Well, that’s only natural. Most dogs chase cars.” 

“Yes,” the man agreed, “but mine catches them and buries 
them in the back yard.” 


+ * ” 


Drinking and driving, there’s nothing worse. 
It’s putting the quart before the hearse. 


* * ” 


Do you Know What Dep't: 

Do you know what brains are? The last thing a man looks for 

in a woman but the first thing he expects in a wife. 

Do you know what ideal husbands are? What every woman 

thinks all other women have. 

Do you know what’s what? MAUK lumber products, of course. 
> * * 


MAUK Seattle Lumber Co. 
Seattle, Washington 


es 2 8 


The C. A. MAUK Lumber Co. 
Toledo, Ohio 
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New Literature 
Time-Saving Card—See Back Cover 


Weyerhaeuser Hardboards. A new eight-page booklet entitled 
“How to Use Weyerhaeuser Hardboards” includes detailed 
drawings and descriptions on structural practices and principles. 
Typical new building, remodeling, attic, garage and farm uses 
of the hardboard are shown in photographs and drawings. For 
a copy of the booklet, write to Silvatek, Box S, Weyerhaeuser 
Timber Co., Dept. AL, Tacoma 1, Wash. 
Circle No. 231 on Handy Cover Card 





“Striking Tools” is the title of a new catalog, 84%” x 11”, which 
pictures and describes True Temper’s full line of Kelly axes 
and adzes, hammers and hatchets and heavy goods. Informa- 
tion on the firm’s basic stock hammer program, “5 Is All You 
Need,” is included. Identified as A-5960, the catalog is punched 
to fit binder. True Temper Corp., Dept. AL, 1623 Euclid Ave., 
Cleveland 15. 
Circle No. 232 on Handy Cover Card 


A six-page folder on the newly-designed Crestline Removable 
Window units is now available. The folder contains complete 
information on features, sizes, openings, styles, details and 
”  agaaagiacca Silcrest Co., Dept. AL, 100 Thomas St., Wausau, 
is. 
Circle No. 233 on Handy Cover Card 


“The Closet Closer” is the title of a new brochure offered by 
Bakewell Hydro-Hinge. It illustrates the complete line of pre- 
cision hydraulic door control hinges, cites advantages, names 
users and gives specification detail. Bakewell Products, Dept. 
AL, 1128 Mission St., South Pasadena, Calif. 
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Shop Glazing Methods. A new illustrated booklet entitled “What 
You Should Know About Shop Glazing” tells how new shop 
glazing methods can cut costs as well as speed and simplify 
the construction of buildings. A free copy may be obtained by 
writing to Pemko Mfg. Co., Dept. AL, 5755 Landregan, Emery- 
ville, Calif. 

Circle No. 235 on Handy Cover Card 


Segmental Rafters. A new Technical Note entitled “Segmental 
Rafters for Gothic-Roofed Farm Buildings” describes how 
rough-sawn boards from a farm woodlot or small sawmill can 
be used to make curved rafters for barns or machine sheds. 
Sketches show how to plan, cut and assemble the board seg- 
ments into rafters of the proper length and curvature for the 
structure. Forest Products Laboratory, U. S. Forest Service, 
Dept. AL, Madison 5, Wis. 
Circle No. 236 on Handy Cover Card 


Sidewall Insulation. Ability of new insulating materials and 
techniques to cut home construction costs is covered in “New 
Directions in Sidewall Insulation,” a new pamphlet. It is avail- 
able without charge from Reflectal Corp., Dept. AL, 200 S. 
Michigan Ave., Chicago 4. 
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Wins Twin Award 


Sargent & Company’s new residential hardware catalog won 
a certificate of merit in the 1958 Ideas for Home Builders’ 
Contest of the joint committee of the Producers’ Council and 
the NAHB “for excellence in product literature directed to the 
home builder.” Another Sargent catalog was presented with a 
top award by the New York Employing Printers Assn. Copies 
of both award-winning pieces of literature may be obtained 
by writing to Sargent & Co., Dept. AL, New Haven 9, Conn. 
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“That's right, the whole vacation came right out of profits from 
my Clarke floor machine rental department. I actually made an 
extra $4,000 last year in rental fees and profits from impulse 
sales and related do-it- -yourself floor finishing items. And did it 
with just one set of Clarke rental machines.” 

You can earn an extra $4,000 a year just as easily. By setting 

up a Clarke rental department, you establish your store as 
rental headquarters for do-it-yourself floor finishing machines. 
Traffic jumps as you promote your department with the many 
merchandising aids Clarke gives you. Rental fees quickly help 
pay off your investment. And s: ales of related items — si undpaper, 
sealer, wax, varnish — plus sales of impulse items to rental cus- 
tomers soon build your extra profits to the four-figure mark. 
And it all comes in directly from your Clarke Rental depart- 
ment. 

If you're interested in a nice, long vacation, a new boat, car A. complete Clarke Rosie Canin 
or anything an extra $4,000 can buy, let us tell you exactly how ment includes floor sander, edger, 
you can get it. Write for details. polisher, rug shampoo machine, 

wet-dry vacuum cleaner and hand 
sanders. Floor finish and shampoo. 


Authorized Sales Representatives and Service Branches in Principal Cities 


FLOGS MACHINE COMP RNS In Canada: Clarke Floor Machine Company (Canoda), Lid., 21 Advance Rd., Toronto 18, Ontario 


r Clorke Sa ? 
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The “4F CONNECTED?’ pbrz 


This famed brand still keeps alive the name of 
its originator, William Fourr. Definitely not. a’ 
“4-P" physically, Fourr worked as a cowboy, 
gold miner and pony express rider; then founded 
the Fourr-F cattle ranch near the stronghold of 
the marauding Apache chief, Cochise. 


A 


‘The 


Southwest Mannan 


brand 


Appropriately enough, many skilled Apache 
mill workers now help produce SOUTHWEST 
“FRIENDLY INDIAN”. BRAND KD PONDEROSA. 
Skilled workmanship is one more ingredient in 
this quality lumber. Stock it and profit! 


IF any of the young Western fans in 
your family (including you) would like 
a colorful booklet telling about famous 
Arizona Brands .. . complete with illus- 
trations, brief histories and instructions 
on how to read brand marks . . . we'd 
be glad to send a copy with our compli- 
ments. Just write to our General Sales 
Ottice, Department A-12. 
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